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ONLY V&B MAKES ALL 3 


Il steel -- hickory 


NEW TUBULAR STEEL patent pending. Here's the 
TUBULAR STEEL HAMMER that’s built to take it, 
and swings like hickory. V & B’s time-tested standard 
head with tubular handle shaped just like wood. Inner 
hickory plug adds strength and resilience. Plus non-slip, 
natural rubber shock-absorbing grip. 











ALL STEEL —For the roughest, hardest hitting work 
a hammer will ever have to do. Solid-steel spring- 
tempered handle. Available with genuine leather grip, 
or shock absorbing natural rubber grip. 





VANADIUM HICKORY HANDLED — Built for sales. For 


40 years the accepted standard. The handle is of selected 


second-growth white hickory . . . straight grained, well 
seasoned, of proper weight and balance. 








A CLAW HAMMER FOR EVERY MAN'S NEED ... al! with V & B's famous 
built-in balance to lessen fatigue. Stock “all 3'' and watch your hammer sales 
zoom! “All 3” are built by master craftsmen to the rigid V & B standard. Sell 
the V & B standard of excellence recognized by all trades. Sell the standard of 
pertormance set by V & B for over 88 years. 


VAUGHAN & BUSHNELL 


MANUFACTURING COMPANY 
135 South LaSalle Street 
CHICAGO 3, ILLINOIS 


Everyone agrees ‘it always pays to buy.a good tool’ . | . like these Vaughan 
hammers. 











Not just one, but two special-value gift sets for 
Xmas ’57. They make up Boonton’s Double Belle 
Promotion a Starter Set to give you top volume 
as a smaller-ticket gift item ...a complete Service 
for Eight to trade up to large ticket sales. This 
great combination is backed by advertising and 
promotion across the nation! Order, promote Boon- 
tonware Belle for Xmas ’57. 


Special for Xmas: 16 Pc. Starter Set for Four, plus 
Gift and Pepper Set. $18.75 value, Gift Price $14.95 
— 48 Pc. Complete Service for Eight, $61.05 value, 
Gift Price $49.95. 


Advertised to 70 Million in magazines; full-page, 
full-color ads in McCall’s, Rural Gravure, Progres- 
sive Farmer, Successful Farming; television in 30 
major markets; newspaper ads for local impact. 


BOONTON MOLDING CO., Boonton, N. J. 


Service for 8 


A8 Pieces 
ont... 


—— Sas 
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Boontonware — 
finest of all Melamine dinnerware 








“KNOW-WHY" and the LAWN-BOY ENGINE 


LAWN-BOY engineers also know why their engine is the best 
power plant for a rotary mower: Designed only for LAWN-Boy, 
this 2-cycle engine is the simplest and best engine for the job. 
With a minimum of moving parts, the LAWN-BOY engine 
delivers optimum shaft speed (3200 rpm) for grass-cutting 
efficiency. No lubrication problems, no delicate adjustments— 
just good lawn-mowing power, even under heaviest load, with 


dependability and light weight. 
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DESIGN KEEPS 


OUT FRONT 
FAR INTO THE AUTUMN 


Because LAWN-BOY engineers know why they design power 
mowers as they do, LAWN-BOY is always way ahead of its 
imitators. Way ahead in performance, way ahead in sales. 
From the inside on out, LAWN-BOY is engineered to cut 
grass better, faster than any other mower on the market. 


And the “‘Pulverator’’, LAWN-BOY’s simple leaf-mulching 
attachment, extends the mower’s lawn-care usefulness 
past grass-cutting season into the fall months. As with 
every other LAWN-BOY power-mower advancement, the 
‘**Pulverator’’ is designed only for LAWN-BOY, to make out- 
door chores easy for lawnowners. Sure, the imitators put 
external features on their mowers too, but the LAWN-BOY 


engineers alone can create mowing improvements from 
the ground up. 


That’s what makes LAWN-BOY quality shine through un- 
mistakably when your customers start comparing power 
mowers feature-by-feature. It’s what makes more people 
buy LAWN-BOY than any other mower. Don’t lose out on 
fall LAWN-BOY sales— keep enough LAWN-BOYS on hand! 


LAWNeBOY 


Lamar, Mo., Division of Outboard Marine Corporation, 
makers of dohason aif vinrudeOutboard Motors 
In Canada: LAWN-BOY, Peterborough, Ontario — 


THE NEW IDEAS ARE LAWN-BOY IDEAS 




























This is the time to check your 
inventory of Nicholson saw files. 
These Autumn best sellers 

shown here are three basic tools 


that have already proven 





their salability in hardware stores. 
Be sure to keep enough on hand. 
Order from your wholesaler. 

He'll give you prompt delivery 


on the files you need. 





ROUND SMOOTH CUT CHAIN SAW FILE—A best seller designed by Nicholson in cooperation 
with leading chain saw manufacturers. Especially suited to new high-speed chains, and ideal for 
all round-hooded chains. 8” length; 3/16’, 7/32’, 1/4”, 9/32”, 5/16” and 3/8” diameters. 





MILL FILE—Seasoned stand-by for sharpening mill and crosscut saws and for a multitude of 
smooth-finish filing jobs around the home, shop and garage. Available in 4” through 16” 
lengths. The 8” Mill Bastard is the most popular size. 


TAPER FILES—We make one for every handsaw with 5 to 10 points per inch. Regular, Slim, 
Extra Slim and Double Extra Slim Tapers. 


FREE: Big new edition, “FILE FILOSOPHY”’ —61 pages, dozens of 
illustrations on selection and use of files. Send for your copy soon. 





U.S.A. (In Canada: Nicholson File Company of Canada Ltd., Port Hope, Ontario) 


cVOls, NICHOLSON FILE COMPANY « 25 ACORN ST. * PROVIDENCE, RHODE ISLAND i) 
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ACCO Dog Chain Assortments 


are year-’round profit makers! 


American Chain makes a vari- 
ety of dog chain assortments, 
both in weldless and welded 
styles, suitable for every cus- 
tomer’s preference. Our popu- 
lar sellers include: 
Assortment No. 2-Contains six 4-ft. Spiralock and 
six 4-ft. Tenso dog leads. Bright or nickel-plated finish. 
Assortment No. 3 - Contains six 4-ft. and six 4%-ft. 
Tenso chains. Bright or nickel-plated finish. 
Assortment No. 4 - Contains six 4%-ft. and six 6-ft. 
Tenso chains. Bright or nickel-plated finish. 
Spiralock Assortment: Twelve strong, spiral-twisted 
pattern chains with brightly colored Accolette handles. 
Available in 4% and 6-ft. lengths. Nickel-plated finish. 
Endwelided Assortment: Twelve welded chains with 
colored Accolette handles. Available in 4% and 6-ft. 
lengths. Bright zinc finish. 





6 


All above assortments are packed, complete with display 
hanger, one assortment in a carton. 

Here are a few other American Chain items for the 
dog owner; all come to you packed in bright Acco 
cartons for attractive shelf display: Spiralock Dog Stake 
Chain (see illustration) . .. Welded and Weldless Halter 
and Dog Chains... Dog Couplers. .. Kennel and Dog 
Runner Chains, etc. 

Order any of the above assortments and items through 
your American Chain Distributor. He can give you 
prompt service. 


American Chain Division 


AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, *New York, Philadelphia, Pittsburgh, 


* indicates Warehouse Stocks *Portiand, Ore., *San Francisco 
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by W. A. Phair 


It’s the man, not the plan... 


“Guaranteed to cure,” was the slogan used by the old-time circus 
barker in selling his tonic. 


But I think most of us have learned by now that there is no guar- 


anteed cure for anything, whether it be in medicine or hardware dis- 
tribution. 


Yet, to hear some dealers discuss some of the merchandising plans 
that are prominent in the trade, gives one an impression that these 
plans are guaranteed to cure whatever is wrong with the store. 


Of course nothing could be farther from the truth. The sponsors 
of these plans would be the first to emphasize this. 


The purpose of the merchandising assistance which wholesalers 
make available to dealers is to help the dealer do a better job. No- 
body can do the dealers’ merchandising job for him; but they can help 
him do a better job, especially in certain areas where the centralized 
facilities of the wholesaler can be used to advantage. 


But no matter how good this assistance may be, it is no better than 
the way it is put to use by the dealer who receives it. 


There are some dealers that never have been able, and probably 
never will be able, to adjust themselves or their store operations to 
procedures suggested by others, no matter how good the suggestions 
might be. On the other hand, there are dealers who would be success- 
ful, no matter what plan of operation they used. 


When you talk about plans or merchandising assistance from whole- 
salers, it all boils down to this: It’s not the plan that determines the 
success of a store, it’s the man. 


We have seen many examples of this. One that we see with perhaps 
the greatest frequency involves the use of consumer circulars prepared 
by wholesalers. 


Take, for example, a dealer who reluctantly agrees to use a quantity 
of consumer circulars for the first time. He gets the circulars, mails 
them out and then sits back to wait for the rush. When there is no 
rush of customers, he becomes indignant and claims that the circulars 
were no good. 


Of course they didn’t work. They never will under those circum- 
stances. The mailing of the circulars is just one small, but important, 
step in the process of getting more sales. The circular can only help, 
it cannot do the whole job. 








Editorial 


continued 


When a dealer decides to use a circular, there are things that he must do, 
if he wants to get more business. He must plan some newspaper adver- 
tising, the store displays and the windows must reflect the sales ideas of 
the circular. And the store’s stock should be adequate to back up the circu- 
lar, especially on the specials. If any one of these steps is omitted, the 
whole project will fail. The use of the circular is only one part of the 
program. 


There is overwhelming evidence that a circular, properly backed up, is a 
very effective means of increasing store traffic. Many, many dealers have 
learned this and use circulars regularly. Yet, there are still some who say 
that circulars are no good. 


Are we hungry enough? ... 


Is the retail trade hungry enough to do something about fighting com- 
petition? That’s the interesting question asked recently by a dealer. 


We have been accused on occasion of being too harsh in our discussions 
of dealer problems. But the letter this dealer wrote to his wholesaler is 
far more harsh, and probably far more appropriate, than anything we have 
ever said. 


I’d like to quote this dealer and to remind you, as you read these com- 
ments, that this dealer is an old timer in the business and has always oper- 
ated in small towns and has been successful. Here is what he says, in 
Gs 6 +e 


“Our family has made a good living selling hardware since 1901. We have 
built good homes, drive good cars, spent vacations in Florida and Cali- 
fornia, sent our children to college and paid our bills. 


“Now, because we have chains, discounters, rebaters, super markets, 
catalog houses and stamps, are we supposed to sit quietly back and give up? 
Hardwaremen I know are made of stronger stuff. Well, then, let’s get mad 
and do something about it—or aren’t we hungry enough yet? 


“If we have the guts and determination to do something, I suggest these 
steps: (1) Get off our backsides. (2) Ask somebody to buy something. (3) 
Quit feeling sorry for ourselves. (4) Sell as good as we can buy. (5) 
Think of one good reason why anyone should buy anything from us that 
they can get elsewhere. (6) Step outside your store, then re-enter. Look 
the store over. If it is a mess, straighten it out. 


“(7) Wait on the next customer yourself. Make him feel he did you a 
special favor coming into the store. (8) Sell something. It is about the 
only way you have to make a living. If you sell enough, it will take care 
of any problem you have. (9) Take a look at your overhead. If it’s too 
much, cut it down to where you will make a profit, even if you have to go 
to work yourself.”’ 
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‘R’ SERIES 


For low-cost residential 


‘Ss’ SERIES 
For standard duty 
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‘R’ Series - a low-cost beauty for residential use 


‘S’ Series ~- the acknowledged leadeér in the standard duty field 
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LOCKWOOD HARDWARE MANUFACTURING COMPANY 
Fitchburg, Massachusetts 
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WASHINGTON 


NEWS 


BY WASHINGTON 


Climate warming for 1958 tax cut, 


but you have a stake in outcome 


With the climate for tax reduction in 1958 becoming 
warmer all the time, you have an important stake in 
what kind of cuts Congress decides upon. 

It’s entirely possible that the lawmakers could un- 
knowingly approve a tax bill which would intensify, 
rather than ease, the tax discrimination small firms 
now suffer. 

Many small businessmen are supporting a bill intro- 
duced by Rep. Antoni N. Sadlak (R., Conn.). The 
Sadlak Bill (H. R. 6452) would overhaul the nation’s 
income tax structure from top to bottom over a five- 
year period. It would put a limit of 42 percent on both 
corporation and individual income taxes, and would 
particularly help lower income brackets. 


outlook 


Write to Rep. Sadlak for a copy of his bill. Then write 
to the senators and congressmen from your state and 
to the House Ways and Means Committee and the 
Senate Finance Committee supporting the measure. 
Remember, government economy is needed to finance 
tax cuts, so when you write demand lower spending too. 


You're going to pay higher freight 
rates for almost everything soon 


You will be paying higher freight rates on almost 
everything you buy in coming months. 

The Interstate Commerce Commission has approved 
a new increase in rail freight rates of 7 percent every- 
where but in the South, where the increase is 4 percent. 

This increase, on top of a boost earlier this year, 
means that rail freight rates now are 14 percent 
higher in the East and 12 percent higher over most 
of the rest of the country, when compared with a 
year ago. 

If past practices are followed, the trucking com- 
panies will seek, and get, the same increase. Other 
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forms of transportation will also be raising their rates, 
the experts predict. 

In addition, parcel post rate increases are under 
consideration, as well as a general mail rate boost. 


outlook 


You can’t escape higher shipping charges, but you 
should watch for them and increase your markups to 
compensate for them. How much will increase be? 
Figure your overall freight bill will be 10 percent 
above last year. 


Federal aid to ease home building 


slump will lead to a slow recovery 


Don’t overestimate the effects of the government’s 
new, liberalized home financing program. It will mean 
some improvement in the home building picture, but 
a slow growth over the next eight months or so, rather 
than a quick spurt. 

The government’s decision to put both major pro- 
visions of the new law into effect almost immediately 
indicates how deeply the housing slump may have been 
headed. 

Some of the edge was taken off the action by the 
government’s money jugglers who at the same time 
boosted prime interest rates. The result will be that 
lenders will still tend to put their funds into more 
profitable business loans rather than home loans. 

By next spring, housing experts say, home building 
should again be above the million-a-year pace. This 
year, the outlook is for about 950,000 units. 


outlook, 


When building in your area shows signs of picking 
up, begin to increase your stocks of builders’ hard- 
ware. The effect of the new housing law will vary from 
area to area, but an increase of 2 to 5 percent in sales 
to builders and new homeowners should be averaged 
by next spring. 

(Continued on page 52) 
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“When you stock Kwikset...” 





When you stock Kwikset “400” line locksets you’ll appreciate 
the convenience of a variety of lockset functions for all residential needs. 
You'll find, too, that handsome, color-keyed Kwikset packaging 
) : : facilitates order filling, inventory checks and stock replacement. 
Kwikset sales superiority means stocks move faster and 
7 | Kwikset’s efficient distribution system provides dependable delivery : 
| | , 


when and where needed. For increased sales and profits... 





stock up on Kwikset “400” line locksets. 


America’s largest selling residential locksets 





KWIKSET SALES AND SERVICE COMPANY, ANAHEIM, CALIFORNIA 
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A SUMMARY OF THE BUSINESS OUTLOOK FOR HARDWARE DEALERS 





fall buying 
Brisk sales activity is expected this fall. Anticipated sales increases of 
up sharply Saree 2 to 4 percent are reflected in department store buying. Buying of toys 
and dolls is very heavy. Another tipoff to the future: appliance makers 
are buying more steel, indicating they expect higher sales later this 
year. HA Recommendation: Don’t let summer doldrums lull you into 
forgetting about the usual fall pickup. Now’s the time to start sharp- 
ening your promotion plans and order any needed fall merchandise. 


















pulling them 


é Shopping centers prove that merchants grouped in a common cause can 

To Main St. . « « Make shopping more rewarding than can any one merchant depending 
on his own resources. To lure shoppers back to Main Street, merchants 

must learn that group showmanship pays. Main Street must develop a 

new, more attractive personality if its individual stores are to grow and 

prosper.—Statement made at Retail Dry Goods Assn. meeting. HA 

Recommendation: Best attack against shopping center competition is a 

revitalized Main Street. Work with neighboring store owners in mod- 

ernizing your store and planning group promotions. The entire area 

should be made an attractive place in which to shop. 













your store 


A soaring birth rate is being reflected in school population these days. 
and schools - « « Many millions more children enroll in the nation’s schools each year. 
Signs point to a bigger than ever back-to-school market this year. School 
supplies, artist’s supplies, sporting goods, wheel goods and toys are just 
a few of the lines you can sell to this market. HA Recommendation: 
Don’t underestimate the back-to-school market potential. Aim some 
promotions at this market from time to time. Sales figures will sur- 
prise you. 














money goes 
: : Money is getting tighter, but you’re not likely to notice it at the consumer 

up in price... level immediately. The Federal Reserve System has raised interest rates 
to member banks. That means business loans will cost more. However, 

with record employment in July, wages running high, and the natural 
tendency for Americans to buy on-the-cuff, credit spending will continue 
strong. HA Recommendation: If you finance your own paper, now’s the 
time to look over your credit situation. You may have to pay more for 
money you borrow at the bank. Make sure service charges to your cus- 
tomers reflect the higher cost of money. Don’t let your credit plan 
become a money-losing proposition. 













... turn to p. 92 for more news on how’s the hardware business 
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HORSE BONUS 

MODEL ENGINE POWER PRICE 

— P619°-4R Pincor 2% HP 48.42 

PINCOR P622-4R with 4 cycle, 2 HP a ee eae eee 

: ; P622-BR Briggs & 2% HP 56.07 

Pincor Engine and deluxe features. Stratton 

* No limit to quantity. Only requirement is the minimum 
For the first time, we are offering our deluxe PINCOR Line of purchase of three on one order for shipment to one 
rotary power lawn mowers at a cost price to dealers, which is, Comtination at sam Ume. These tes wey be of ene 


model or a combination of those above. 
so far as we know, lower than that offered by any other reputable 


manufacturer. Now you can compete with chain stores, depart- Don’t just meet Competition 
ment stores and other outlets. — , 
cog | — Be the Competition. 
Every mower offered in this BONUS SALE is a deluxe 


PINCOR Rotary from our regular line—not “close outs’ or ORDER TODAY 
“specials,” but mowers which will be part of our PINCOR 
line in 1958. 


Late Summer and Early Fall are good rotary mower sales 
months. Be ready for profitable late season sales. Send your 
order in today for prompt shipment—Write for details. OCTOBER 14-18 

COLISEUM @® NEW YORK CITY 


PINCOR BOOTH No. 745 


MANUFACTURERS OF 


POWER ELECTRIC PORTABLE GASOLINE 


~ LAWN MOWERS POWER TOOLS ENGINES i » 
a —— ——i lle: | 
ne | | 7 ) 
A“ a 
: i ; . . 
Spf | ELECTRIC 
~ " ),% GENERATING PLANTS 
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Whats New 





HERE IS THE LATEST INFORMATION ON NEW MERCHANDISE 





410 shotgun for juniors 


Here is a .410 gauge shot gun 
designed especially for the junior 


members of the family, and for 
women. The Topper, Jr. has a 
shortened stock and a 26 in. barrel. 
Retails for $27.50. Harrington & 


Richardson, Inc. 
For more data circle No. 1 on postcard, p. 63 


Neoprene grip steel hammer 


Here is a hammer with a sure- 
grip handle made of perforated 


neoprene. The hammer is made of 
one piece I beam forged steel. The 
grip is unaffected by oil, sweat, or 
temperature extremes. It absorbs 
impact shock, and reduces fatigue. 
This 16 oz hammer is finished in 
jet black and has a highly polished 
head. Retail for about $4.25. 
Bridgeport Hardware Mfg. Corp. 


For more data circle No. 2 on postcard, p. 63 


Glaziers’ zinc push points 


Do-it-yourselfers and profession- 
als will be interested in these 
glaziers’ points that can be pushed 


into the hardest sash woods with 
ordinary tools. No special drivers 
are needed to install the zinc 
points. Red Devil Push Points 
come in sturdy boxes, 12 to a dis- 
play. Red Devil Tools. 


For more data circle No. 3 on postcard, p. 63 


Medium sized frying pan 


Housewives will want this medi- 
um-sized electric frying pan which 


is 1 in. smaller than the family 
size pan in this line. It also in- 
cludes all of the features of the 
family size pan except the oven 
rack. Retails at $19.95. Copper 
cover $3.50. Aluminum cover $3. 
Hamilton Beach Co., Div. Scovill 
Mfg. Co. 


For more data circle No. 4 on postcard, p. 63 


Basket for 2-way fireplace 

This fire basket is designed espe- 
cially for fireplaces that serve con- 
necting rooms and is a companion 
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Want more information on these 
products? Then use free post 
card on page 63. 





THAT CAN HELP YOU BUILD BETTER STORE PROFITS 





item to the Aaero line of welded 
steel furnishings. The basket will 
keep three to five logs centered for 
a better fire. Comes in two sizes; 
27 x 17 in. and 33 x 17 in. Larger 
sizes can be custom ordered. Aaero 
Mf gq. Co. 


For more data circle No. 5 on postcard, p. 63 


Economy priced laundry cart 
Rid-Jid Toter adjustable height 
laundry cart is a low cost cart with 
deluxe features. It is a companion 
model to the deluxe Rid-Jid Roll- 





Or-Tote chrome cart. The Toter 
adjusts to 3 heights and folds 
down for carrying. Finished in 
turquoise high gloss lacquer. J. R. 
Clark Co. 


For more data circle No. 6 on postcard, p. 63 


Arc shaped ironing table 
Housewives will be interested in 

this ironing table with an arc- 

shaped top that allows a wider arm 
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motion while ironing. The ironing 
surface is made of polyurethene 
foam which eliminates cover slip. 
The 17-lb table is on wheels and 
adjusts from 24 to 36 in. in height. 


Arvin Industries, Inc. 
For more data circle No. 7 on postcard, p. 63 


Unsinkable plastic decoys 


Sportsmen will be customers for 
these molded vinyl plastic decoys. 
They are not affected by dropping, 
crushing, or weather extremes, and 
are unsinkable even though shot 





may penetrate. Special design 
makes them self-inflating. These 
Real Tuff decoys are light, self- 
balancing, finished in life-like non- 
glare colors and have two anchor 
line ties. Available in five species. 


Animal Trap Co. of America. 
For more data circle No. 8 on postcard, p. 63 


Electric can opener unit 

Here is an appliance, an electric 
can opener, which will open any 
shape can and then automatically 





shut itself off. The cut off lid is 
held magnetically. An electric knife 
sharpener is included in the same 
unit. A metal cover toward the 
back keeps the sharpener covered 
when not in use. Swing-A-Way 
Mfg. Co. 


For more data circle No. 9 on postcard, p. 63 


All-season door mat 


Here’s a unique door mat that 
features molded rubber scrapers 
(Continued on page 60) 
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TO HELP YOU SELL 





NEW DISPLAYS AND OTHER DEALER AIDS TO 


Want more information on these 
sales aids? Then use free post 
card on page 63. 


HELP YOU SELL MORE 





Two wrench gift package 


Customers looking for something 
different in a Christmas gift will 














be interested in these gift-packed 
Ridgid wrenches. The _ colorful 
package contains a 12-in. pipe 
wrench and a spud (monkey) 
wrench. Packages, when combined, 
double as an attractive counter dis- 
play. Ridge Tool Co. 


For more data circle No. 10 on postcard, p. 63 


Mail box display rack 


Customers will be attracted by 
this black, turquoise and gold mail 













box display rack. A full line of 
Orna-Metal boxes can be displayed 
on the two-sided perforated panel- 
ing. The 62 in. high by 24 in. wide 
stand comes free with a 24-piece 
mailbox deal. Southern Fabricators 
Corp. 


For more data circle No. 11 on postcard, p. 63 


Impulse washer display 


Hard rubber faucet washers with 
beveled edges are featured in this 
display. Each master display carton 
contains 24 Styrene boxes of as- 
sorted Korky washers packed for 





























increased impulse sales. These 
washers are also available in 100- 
piece straight size cans and 200- 
piece assorted size kits. Lavelle 
Rubber Co. 


Tape rule demonstrator 


White Clad tape rules are shown 
in this self-demonstrating package 
which permits the rule to be ex- 
tended and examined without re- 


For more data circle No. 12 on postcard, p. 63 






















moving it. The package will stand 
alone, hang on hooks, or fit in bins. 
A merchandiser for use with the 
new package is also available. The 
all-steel unit has removable legs 
and is 21 x 6% in. Holds seven 
each of four different lengths of 1» 
in. rules and five each of 2%, in. 
rules. Lufkin Rule Co. 


For more data circle No. 13 on postcard, p. 63 


Three-color plier display 

Here is a colorful display to help 
you sell Channellock pliers. The 
unit holds any three sets of pliers 







SKILLED HANDS REACH FOR 





ier? 







You'll Do Hundreds of Jobs 


With These Quality Pliers 








(Continued on page 79) 
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WUVALLACE 


These new Wallace patterns were the hits of the 
Housewares Shows. And with good reason! They’re 
sleek, smart, new as tomorrow. Made by famous 
Wallace Silversmiths and packaged in colorful eye- 
catching window boxes for easy display. 

Right this minute — it’s time for you to order and 
stock both these new Wallace Stainless patterns. They 


latest news from 
STAINLESS 


can boom your sales during the big Fall selling season 
ahead. Do it today! 

New Sea Sprite, bright light in Green Seal Stainless 
combines modern design with a “‘snap ‘em up”’ price. 
New Lilt, newest member of the Wallace Hallmark line 
offers latest styling in graded, heavy-weight stainless 
... at a price everyone can afford! 


WALLACE STAINLESS...A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT... SINCE 1835 
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NEW CLEVELAND DRILL SELECTOR 






A “Silent Salesman” 
that helps you 


gens 












































All your best customers .. . home owners, farmers, 
mechanics... buy drills. And they'll buy more drills when 
you display this attractive Drill Selector. SUGGESTED DRILL ASSORTMENT 
Although it occupies slightly more than a square foot of ain Guautty Sten Quatty 
counter space, it’s a constant reminder to buy the right 
size drill for a certain job... to replace worn or broken i 4 “ ; 
drills . . . to replenish a drill set. sy ro oie : 
Made of heavy sheet steel, with hinged = front. J “ * . 
Stocks 29 sizes of drills — regular length or home length. Sa 24 54, 3 
Inside is convenient storage space for additional tools, Ys os aa > 
easily reached by opening the top or back panels. e 12 at 3 
Available with or without drills. At the right is a sug- “ 3 by : 
gested assortment, based on a nationwide survey of fast- i, 6 “4 3 
selling CLEVELAND Drills. a 2 

mat CLEVELAND wwisr orn oo. 


1242 East 49th Street ° Cleveland 14, Ohio 
Stockrooms : New York 7 + Detroit 2 + Chicago 6 + Dallas 2 + Sen Francisco S + Los Angeles 58 
£. P. Barres, itd, Leadon W. 3, England 








CLEVELAND HARDWARE WHOLESALERS EVERYWHERE ARE READY TO SERVE YOU 
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Designed So 





- 


YOUR CUSTOMERS WILL LIKE IT... 


Because they can feel the case, extend and withdraw the blade, and ex- ‘e) > 
amine the many features . . . all without removing the tape rule from the 

package. This attractive, bright yellow and green package points out such ~ Cag 
outstanding features as the self-adjusting end hook, the double graduated 

blade and the 16” center markings. =, 


—_— 


a 


YOU WILL LIKE IT TOO... ae a 


Because it will demonstrate and sell for you. It offers excellent display possi- BLADE CAN BE EXTENDED 
bilities because it is designed to be free standing for window display, fit WHILE IN PACKAGE. 
neatly into a counter bin, or hang from most any type of merchandiser or 
backwall hook or bracket. It will reduce your pilferage . . . the tape rule 
can only be removed by opening a lock tuck flap on the side of the package. 
Your retail price in the “price spot’ on this package will encourage self serv- 
ice and impulse buying. 


Only LUFKIN WHITE CLAD MEZURALL and SUPER MEZURALL Tape Rules are 
currently furnished in this new package. Packed six each to a folding carton. 


SPECIFY CARDED PACKAGE ON YOUR ORDER... 
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DISPLAYS ON PEGBOARD OR 
IN COUNTER BIN. 


RULE COMPANY 


SAGINAW, MICHIGAN 
132 LAFAYETTE ST., NEW YORK «+ BARRIE, ONTARIO 
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Quick Service Merchandi 












\omAt Rt, 


. APPROVED 
DISPLAY 


Rugged steel construction. Beautifully 
lithographed display panel. Leg assem- 
bly for free-standing display included. 
pegs: tagalog 8 THIS IS YOUR BALANCED W600 ASSORTMENT 


or 642 X 21” of counter space. 





A COMPLETE, INTEGRATED TAPE RULE DEPARTMENT... 


an attractive, substantial, stocking-selling merchandiser and a minimum bal- 
anced assortment of Lufkin White Clad Mezurall tape rules in the new Self- 
Demonstrating package . . . all are yours for less than your regular cost 
for the tape rules alone. 
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REGULAR (2° WIDE) MEZURALLS 
5 W926 6 Roet  O es 6c ken $4.90 
6 W928 8 Foot @ $1.19........ $7.14 
5 W9210 10 Foot @ $1.49........ $7.45 
4 W9212 12 Foot @ $1.89........ $7.56 
SUPER (34° WIDE) MEZURALLS 
3 W9310 10 Foot @ $2.38........ $7.17 
2 W9312 12 Foot @ $2.89........ $5.78 








TOTAL LIST PRICE $40.00 
1 W601 Merchandiser ($3.50 Value) N/C 


your cost (Less 35%).... $26.00 


W601 Merchandiser Only Available at $3.50 














STANDS FIRMLY ON COUNTER OR SHELF. ORDER FROM YOUR WHOLESALER 





The J/UFHAKIN RULE COMPANY 


SAGINAW, MICHIGAN 
132 LAFAYETTE ST., NEW YORK « BARRIE, ONTARIO 
Printed in U.S.A. Form No. 458 









Hardware Age 


feature articles 
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~How you can profit 


... by new ideas in hardware selling 


Here is the experience of a new hardware store located to catch customers 
of the future, that offers merchandise to attract traffic from the entire 


family, that encourages customers to stay in the store and spend money 





This ultra modern hardware store has no windows, but more inside wall 
display area. 


Here is a new hardware store power-packed (1) A 21,000 sq ft store on a 5% acre tract. 
with ideas on where to locate a new store, how 
to lay it out, and how to profit from merchandis- 
ing and selling ideas developed at other stores of (3) Outside selling area of 15,000 sq ft. 
the company. This is a big hardware store, in 
point of size and dollar volume, but the basic 
selling ideas can be applied to hardware stores 
of all sizes. 


(2) Private parking for 350 cars at one time. 


(4) A 16,000 sq ft warehouse for building 
supplies has been started. 


(5) A location only 15 miles from populous 


Hechinger Lumber & Hardware, Rockville, Washington, D. C. 
Md., opened on Memorial Day, 1957. It is the ; , 
sixth in a line of stores that date back to 1911. (6) Seli-service to the nth cegres with e- 
livery to the trunks of customers’ cars. 
A quick summary of some assets of the new 
store goes like this: (7) An opening event that attracted 35,000 
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How you can profit 





(Continued ) 


shoppers in one day, and 60,000-plus in three 
days. 


(8) All of the best lessons learned from five 
previous stores put to use. 


(9) Trained personnel from the five stores 
used to get things started right. 


(10) Building, lighting, layout, and air con- 
ditioning designed by award-winning architect’s 
firm, Walter Gropius, of Architects Collabora- 
tive, Cambridge, Mass. 


With an eye to the future 


Here are some other facts to show that this 
store was built as much for the future as the 
present: 


* The store is not in a shopping center. 


* The store is several miles from the 18-store 
shopping center at central Rockville. 


* The store is not in the center of a new hous- 
ing development. 


* The store can only be reached by private 
car. No buses or trains serve it. 


* The store has no display windows or front 
entrance. 


* The store has no stockrooms. 

Founder Sidney L. Hechinger, and son and 
partner John, purposely built this store border- 
ing farm country, further out than the bulk 
of suburban Washington housing. 

Why? 


Type of customer is known 


Because the owners are convinced that future 
housing can only go one way, their way. 

Between Rockville and Washington is a solid 
belt of fairly new housing. The next home de- 
velopments must have Hechinger’s store as a 
hub. 

What kind of home will they be? They will 
be homes for middle income, salaried executives. 
These are the men who pinpoint the do-it-your- 
self market. They are the men who on week 
ends are painters, carpenters, grass cutters and 
hobbyists. They are the men who finish a game 
room in the basement, a rumpus room, an extra 
room in the attic, or who enclose a breezeway 
or build a patio. 

These are the kind of people who make prime 
customers for a big hardware store, especially 


22 


Outdoor merchandise gets outdoor display areas. 


Be | i 
accaeetee | kat 


Check out counter, with arrow point to intercom system. 


. ~ 
\ 


Se/f service also extends to plumbing line merchandise. 
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one that also features lumber and building sup- 
plies. 

Hechinger’s philosophy is, briefly: establish 
your store as the hub of a new market. Let the 
market grow around you. Be the charter store 
that serves all of the customers in a new trading 
area, from first resident through countless thou- 
sands who follow. Let your store name become 
a household by-word such as: 

“Hardware? Why, Hechinger, of course.” 


Three-point sales platform 


Three major concepts in selling are applied 
rigorously at Hechinger’s: 


A—Let customers help themselves, whether 
the item is a 36¢ piece of white pine, or a $500 
garden tractor. Help customers only when it’s 
evident that they have to be helped. 


B—Give customers room to shop. Hechinger 
country is family country. Invariably a shopping 
trip is an outing for the whole family, so the 
aisles are wide. 


C—Give customers something to buy. Hech- 
inger caters to the whole family with every major 
department from hothouse flowers, swimming 
pools and infants toys, to nails and tools to 
build a dog house or a mansion. 


Eleven-point sales program 


Here are some of the basic selling policies at 
Hechinger’s: 


(1) Big purchases are delivered right inte 
the trunks of customers’ cars by a “greeter.” 
Hechinger uses these men to meet customers at 
the door, offer directions, and load bulk items 
into cars or station wagons. 


(2) Floor islands have been replaced with 
thick sheets of plywood that raise displays only 
high enough to make a fast sweepdown possible. 
Plywood risers are relatively inexpensive, prac- 
tical, and as effective as raised islands. 


(3) Credit, paging, and merchandise check- 
ing are done over the intercom system that makes 
this giant store as efficient as the smallest stores. 
Music fills the air when intercoms are not in use. 


(4) All outdoor goods are shown, out of doors. 
This includes lawn furniture, barbecues, swings, 
rose bushes, lawn and garden tools, and swim- 
ming pools. 


(5) Display windows are non-existent. They 
have been displaced by flat-to-wall interior dis- 
plays that make more room for merchandise, 
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Curb service by "greeters" encourages large scale purchases. 
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How you can profit 





(Continued) 


help control heat and cold, and put more emphasis 
on displays. 


(6) Everything is self service, even to bulky 
plumbing fittings and bags of fertilizer. At 
Hechinger’s the customer gets service only when 
really necessary. 


(7) Hechinger’s customers can forget about 
bad weather. The store’s ultra modern rhomboid- 
shaped roof extends 15 ft out over the walks 
around the store. This weather canopy keeps 
customers dry or sun-shaded from store door 
to car door. 


(8) Credit? Hechinger’s thinks it is im- 
portant enough to have a credit clearing house set 
up right in the middle of the bustling sales floor. 
Credit checking is fast through the intercom 


Self service anyone? More than 150 rods to choose from. 


hook-up to the main office which overlooks the 
floor. 


(9) Hechinger employees stay put. A re- 
markably low rate of personnel turnover reflects 
the good effect of an employee profit sharing 
plan started by the firm a few years ago. 


(10) Hechinger uses a super market type 
floor plan for faster traffic flow. Complete de- 
partments within themselves hold a_ balance 
of traffic in every part of the store. Wide main 
aisles inter-connect these departments. 


Islands and other selling fixtures run in al- 
ternating north-south, east-west patterns by de- 
partments. This keeps traffic weaving about the 
store in squares, instead of hurrying down long, 
straight aisles. 


If we got it, you see it 


(11) The stockroom, has been skipped en- 
tirely at Hechinger. Merchandise flows directly 
from the receiving platform to selling fixtures. 
This helps control inventory, saves many thou- 
sands of feet of storage space, and saves con- 
siderable expense in double handling of new 
goods. 


Now these are ideas currently in use in a large 
hardware store. But, what can the smaller hard- 
ware store do with them? Here are some ideas 
for adapting these merchandising policies: 


You probably spend a good deal of time build- 
ing display windows. [f most of your traffic 
comes by car, wouldn’t this window space be 
more valuable to you in some other way, such 
as at Hechinger’s? 


You probably can’t afford “greeters,” but do 
you help your customers load big or heavy pur- 
chases into their cars? You ought to make a 
point of this simple, but effective, goodwill ser- 
vice. 


Let ‘em alone so they'll buy 


You probably have salespeople who plague 
customers with “May I help you?” Your cus- 
tomers would rather not be bothered until they’ve 
had a good look at your selection. Hechinger has 
learned an important lesson. Don’t frighten 
away potential customers with too much sales- 
help. Let them browse. They will almost always 
buy. 

You probably have a big do-it-yourself trade. 
But do your signs, displays, and advertisements 
make a fuss over the weekend fixit bug? 

You probably have charge accounts or time 
payments. Do your ads, signs, and displays stress 
credit? Do all of your ads tell how much down 
and how much a month you asked for every 
item over $10? You may be amazed at how many 
of your semi-regular customers do not know what 
you offer credit, or what your specific terms are. 

eh nd 
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Builders’ hardware training... 


Back to School... 


These 38 builders’ hardwaremen wanted to increase 


their knowledge. Here’s what happened to 


It was back to school for 38 hardware men. Back 
they went to text books, blackboards and test papers. 
They didn’t look much like students; there were 
young men and older men, some were tall and some 
were short, some were thin and some had middle-age 
bulges. 

But, they were students, serious students anxious 
to increase their knowledge of builders’ hardware. 
For five busy days these men, drawn from a dozen 
states and Canada, studied, talked and lived build- 
ers’ hardware. 

They lived together in a dormitory. They ate to- 
gether in a college cafeteria. From early morning 
to supper time, and then again after supper, they 
pored over blueprints, they set up schedules, they 
argued specifications. They were guided in all these 
activities by top industry authorities who passed 
along to the students the experience of many, many 
years of builders’ hardware. 

By the end of each day these students were tired 
men, but smarter men. Their big event came on the 
evening of the last day when everybody had dinner 
together and the students received, with obvious 
pride, certificates attesting to their completing the 
course. 

Why did these men, all adults and many years re- 
moved from the memory of class rooms, set aside 
these five days to return to school? 

One reason was that they were convinced that 
through better knowledge, they would be able to do 
their jobs more effectively and more professionally. 
There was, of course, the feeling that this additional 
knowledge would make them more useful to their em- 
ployers and to the industry. 

Why did the instructors, all busy executives and 
top men in their fields, take five days out of their 
busy schedule to serve, without pay, in this course? 

The big reason here was that they knew that if the 
men in their industry were better trained, the whole 
industry, including their own firms, would benefit. 

This course was another in a series of training 
courses encouraged and sponsored by the American 
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them when they went back to school 


Society of Architectural Hardware Consultants, and 
the National Builders’ Hardware Association. This 
specific course, the Mid-Atlantic Builders’ Hardware 
Training Program, was co-sponsored jointly by 
three AHC Chapters; the Metropolitan Builders’ 
Hardware Club, the Nation’s Capital Builders’ Hard- 
ware Club and the Tri-State Builders’ Hardware 
Club. 

It was held at the University of Delaware, New- 
ark, Del., under the general chairmanship of Perry 
Topkis of Delaware Hardware Co. William S. Has- 
well, secretary of NBHA, served as co-ordinator and 
as an instructor. 

A number of the students were preparing them- 
selves for the AHC examination and were looking 
forward to the time when they could add the letters 
“AHC” behind their name. Some of the students 
had taken earlier courses and were now working on 
the more advanced subjects. 

The course was broken down into three sections: 
basic, intermediate and advanced. The three sec- 
tions were held separately, but simultaneously. In 
addition to the daytime sessions, each group met 
after supper for an informal discussion of the day’s 
work, and any other subject that might puzzle a 
student. 

Anyone sitting in on these sessions would have 
been tremendously impressed by the enthusiasm and 
seriousness with which both student and instructor 
applied themselves to the job. This was no vacation 
for any of them. 

The thoroughness of the preparations for the 
course and the study that went into the class ma- 
terial reflected a great deal of attention to detail on 
the part of the instructors and Mr. Haswell, the co- 
ordinator. 


> 


Turn the page for a picture report 
of what school was like to these men 
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Builders’ Hardware Training .. . 





(Continued | 
Have you wondered what it 


would be like to go back to 
school to learn more about 
hardware? Here is a picture 
story of the experience of 38 


men who went to a builders’ What's il like to gO back 
hardware school. This is what 
it was like . ¢. 


LEFT—yYou dress informally, but the 
classes are operated on a strict time 
schedule. Your class material is prac- 
tical; text books are carefully selected 
to give you guidance and information. 
You find your day full. The students 
are all very serious, as is suggested by 
this picture of a basic group listening 
to a lecture. 


BELOW—tThe study program is practi- 
cal. You will work on the same types 
of problem that you have back in your 
business. Here, for example, a group 
of intermediate students work on a 
scheduling problem from blueprints. 


LOWER RIGHT—You eat lunch in 
the college cafeteria with other stu- 
dents and instructors. The food is 
good and ample. You’ll find yourself 
discussing builders’ hardware even 
at lunch. In this lunch scene, a 
point made by the instructor is be- 
ing discussed by a group of students. 


BELOW—-You’l!l welcome the coffee 
break in the morning, but even then 
you'll find yourself debating prob- 
lems with fellow students. These in- 
termediate students continue to dis- 
cuss the morning’s sessions right 
through the coffee break. 





school? 


ABOVE—You will find the other students 
serious about learning. They will follow the 
instructors very carefully. They came to 
school because they are anxious to learn. 
You find that it’s a serious business, as these 
basic students prove by the attention they 
give to a lecture. 


LEFT—After lunch, a short rest feels good. 
Perhaps you'll just close your eyes for a 
few minutes, or maybe you’ll want to catch 
up on the day’s news. Here two students 
relax in their room in the clean and com- 
portable dormitory where the students live. 


ABOVE—After lunch, it’s back to the class room 
again. Capable instructors are always on hand 
to help you over a difficult problem. 


ABOVE LEFT—tThe instructors are all experi- 
enced men, carefully selected for their teaching 
ability as well as for their knowledge of the 
trade. Problems of the astragal, for example, be- 
come clear under the guidance of men such as 
this instructor in an intermediate class. 


LEFT—Your fellow students, like yourself, are 
busy men and want to take advantage of every 
opportunity to learn. Even after supper, you’ll 
find them together discussing hardware. Here the 
advanced class holds a seminar after supper to 
review the day’s work. 








Store remodeling 





How self service pays for store 


Hardware dealers figure it this way: *“‘To make more money we have 


to sell more merchandise. More space and better fixtures will 


sell more goods. But higher labor costs will take back any gain. 


We have to rely on our space and fixtures to do the selling job.”’ 


Too often when hardware deal- 
ers think about business expan- 
sion it is in terms of adding non- 
hardware lines. 

Many dealers forget that their 
bread and butter profits come 
from the day in and day out sales 
of hardware staples. 

That’s one error Pastime Hard- 
ware didn’t fall into when it en- 
larged and remodeled its 10-year- 
old store on the main business 
street of El Cerrito, Calif., just 
north of Berkeley. 

Increasing store size by 30 per 
cent to 10,000 square feet was the 
golden opportunity to spread out 
throughout the store in all phases 
of basic hardware. Not that non- 
hardware items were overlooked 
in the expansion, but at Pastime 
the emphasis is more than ever on 
basic hardware lines. 

Most fundamental change 
brought about during the modern- 
ization process was a switch from 
100 percent service to more than 
75 percent self service. By main- 
taining the payroll on an even 
keel, management expects to pay 
off remodeling costs, estimated at 
nearly $20,000, in 18 months. 

The store is owned and oper- 
ated by brothers Buzz and Dick 
Pryde and Lloyd Christensen. 
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Their four sons help when school 
isn’t in session. There are two 
regular employees. 

Volume had reached the point 
where physical expansion was a 
must, but it would have required 
two more clerks to man the shop 
with the increased space. So the 
owners reason that the remodel- 
ing costs will be retired within 
two years by saving the salaries 
that would have had to be paid if 
the store hadn’t gone to self ser- 
vice. 

Payoff is that volume rose 20 
percent in the first two months 
following expansion. This happy 
state of affairs, regarded as only 
a step, was achieved by a part- 
ners’ conference in which profit 
possibilities were carefully scru- 
tinized. 

Outcome of the parley: “To 
make more money we have to sell 
more merchandise. More space 
and better fixtures will help move 
more hardware. But higher labor 
costs will take back any gain. So 
we have to rely on our space and 
fixtures to do the selling job.” 

M & D Store Fixtures, Inc. was 
called in to recommend a fixture 
plan and traffic pattern. 

“We have a lot of faith in the 
ideas of fixture men,” declared 








Dick Pryde. “The store engineers 
have vast experience, and in our 
case it has proved worth its 
weight in cash. For example, they 
advised us that most women shop- 
pers have the habit of turning to 
the left when they come into a 
store. So we located gifts and 
housewares to the left, up front, 
and that’s just where the women 
go first. Those sections had to be 
more than tripled in area to han- 
dle the increased traffic.” 

Other layout and merchandising 
ideas were garnered over a period 
of time from the partners’ study- 
ing issues of HARDWARE AGE. 

What finally made moderniza- 
tion inevitable was news that a 
multi-million dollar shopping cen- 
ter was to be built less than a 
block away. 

“We realized that there prob- 
ably would be no direct competi- 
tion from the shopping center,” 
said the owners, “since rental for 
a store equal to ours would be 
prohibitive. But we would have 
to meet the challenge of greatly 
increased patronage with greatly 
increased facilities.” 

First phase of the expansion 


_ was made possible when an ad- 


joining cocktail lounge, which oc- 
cupied a 25-foot store, moved up 
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the street. Taking over the new 
space gave Pastime Hardware a 
store more than 67 feet wide and 
120 feet deep. 

Because people have been 
trained in supermarkets to go 
through a store and end up at the 
checkout counter up front, the 
U-shaped checkstand was located 
front and center, just inside a 
pair of front doors. There was 
formerly just one door at one side 
of the store. 

Besides permitting expansion 
of existing hardware lines, the 
new space gave room for display 
of sporting goods, hand tools, and 
builders’ hardware. 

Storage space behind the parti- 
tion was entirely eliminated. In 
fact, you don’t find any storage 
space in the store. Every item in 
inventory is out on display where 
it can sell. Inventory-keeping is 
simplified by hanging a want book 
on every table or fixture. 

A huge paint department is di- 
vided into two sections. That on 
the front of the partition wall is 
for small pick-up items and 
brushes. The bulk of the $9000 
paint stock is in the rear display 
room. Space in this rear display 
room is about evenly divided be- 
tween paint and garden supplies. 
The Pastime store, according to 
Dick Pryde, is one of the largest 
Boysen paint dealers. There are 
four paint-shakers on the service 
counter. 

Pipe is racked in a neat storage 
yard behind the building, which 
also serves as a receiving area. At 
least fifty 21-foot lengths are 
stocked to meet the needs of most 
customers. 

“Pipe and paint are like money 


modernizing 
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One benefit of store modernization: ample display space for sporting 


goods department. 


ae come 


Another benefit of store modernization: carded merchandise displays 


for self service selling. 
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in the bank,” Dick Pryde re- 


marked. “They keep and there’s 
no depreciation. In fact, with in- 
flation it’s the same as earning 





interest. And you have to stock 
big because you never can tell 
when someone will ask for five or 
ten gallons of a certain kind of 
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How self service pays 
for store modernizing 
(Continued) 





paint, or 25 lengths of a certain 
diameter pipe.” 

Many of Pastime’s sales are in 
substantial quantity because 
there are numerous manufactur- 
ing plants in the area who find it 
convenient to pick up supplies at 
the hardware store. 

Pastime Hardware has _ con- 
verted a wedge-shaped niche into 
an industrial supplies depart- 
ment. Here a factory maintenance 
man can find many items such as 
14-in. bolts, usually not found in 
neighborhood hardware stores. 

Fixtures were installed in seven 
rows, front to rear, with 4-ft 
cross-aisles. All-steel adjustable 
fixtures were used in a variety of 
colors. Many have sloping per- 
forated display faces. 

Islands are in 6- and 9-ft mod- 
ules, so they can be joined to- 
gether in any combination. Each 
unit is identified by a departmen- 
tal marker. Height of fixtures 
was intentionally kept low so that 
a five-footer can view the whole 
store. 

Lighting was an important part 
of the overall job. Illumination is 
double that found in most retail 
stores. There are more than 1700 
linear feet of ceiling-hung fliuo- 
rescent tubing, supplemented by 
large front windows and by sky- 
lights in the rear. 

Ceilings and upper walls are 
painted white to reflect the great- 
est amount of light. The partners 
fee] that enough bright color is 
in the store through merchandise 
and colored fixtures. 

Like the bridge of a ship, the 
office is 4% ft above the floor on 
a 13-ft square platform, affording 
a view of most of the interior. 

The entire renovation didn’t 
cost Pastime one minute of lost 
store time, although the store is 
open seven days a week. 

Proceeding in accordance with 
a master plan, the fixtures were 
received and installed one half at 
a time. The first half went in 
what was the cocktail lounge. 
Sheets of plywood protected mer- 
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No. 1 on floor plan: U-shaped check out counter up front, center as 


final stop for customers. 


: : 
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No. 2 on floor plan: hand tool display with many numbers in depth 
adjoins builders’ hardware area. 


No. 3 on floor plan: four shakers indicate huge volume of sales 


in paint department. 
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chandise. As the old fixtures were 
torn out, new units were put in 
their place, one at a time. 

Total new fixture cost is esti- 
mated at $13,000 to $14,000. 

One of the main expenditures 
went for knocking out the center 
wall which ran the length of the 
store. It cost nearly $4000 to in- 
stall posts and beams to hold up 
the upper floor of the building. 

But the partners aren’t un- 
happy. Looming big on the hori- 
zon is the prospect of upping that 
20 percent volume rise, what with 
the advent of the new shopping 
center and the traffic buildup 
from local industry. 

Their store is big, bright, mod- 
ern and cheerful—a radical de- 
parture from the old concept of 
a main aisle leading up to a coun- 
ter at the back of a store. And 
putting their inventory on display 
has increased sales potential 
without increasing investment. 

°F nd 





Industrial hardware lines have own special area with many bins for 
bolts, fittings and other lines to serve nearby manufacturing plants. 
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Floor plan of modernized Pastime Hardware store. Numbers refer to floor 


site page. 
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Signs sell merchandise 





Here are 5 keys to success in using signs in and around 


your hardware store 


Silent salesmen sell merchandise. 

Your signs and displays are your 
silent salesmen. You could not do 
business without them. 

You do not have to deduct with- 
holding tax for them. 

You never have to listen to re- 
citals of their family problems. 

You never worry about whether 
they will show up in the morning. 


Five things to watch 


Here are five things you must 
watch in your silent salesmen: 

(1) Eye appeal. 

(2) Sales appeal. 

(3) Correct placement. 

(4) Fitness. 

(5) Neatness and spelling. 

Because most signs and many 
displays are inexpensive, some 
hardware men think of them as 
petty cash items which need little 
attention. Actually, a profession- 
ally-made sign is not expensive and 
it does put selling drive in your 
message. 

Here are qualities needed in si- 
lent salesmen: 

Eye appeal—Signs A and B 
show signs with practically the 
same copy. 

They have different eye appeal 
and customer impact. 

Sign A has poor lettering. There 
is no contrast. No attempt has 
been made to get an interesting 
layout. 

Sign B has dramatic contrast in 
the shading and style. 
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Sign B arouses reader interest. 

By changing the exclamation 
point at the top line in sign A toa 
question mark in sign B the mes- 
sage is strengthened. Curiosity 
and challenge have been added. 

The word “for” in sign A has 
been taken out of sign B. The word 
is not needed. It clutters up the 
copy. 

Be sure your signs are easily 
read. Use as few words as possi- 
ble. Customers will not take much 
time to read your signs. If a sign 
contains more than a dozen words, 
use upper and lower case rather 
than all capital letters. 


Insist on good contrast. Black 
letters on a white background are 
easy to see. Two or more shades 
of the same color (example: light 
red letters on a darker red back- 
ground) tend to get lost. 


Signs should fit items 


Try to make the sign fit the 
product and the season. A light 
script promotes items that appeal 
to women. Heavier block lettering 
can be used for a repair service. 

Old English and similar styles 
are excellent for holiday and anni- 
versary promotions. 

A perspiring Old Man Sol is a 
summer standby. 

A few icicles on your signs pro- 
mote winter lines. 

Use italic letters to emphasize a 
telling word or phrase. 





Keep your signs and displays 
reasonably uniform. Some dealers 
order outside signs from one 
source, window lettering from an- 
other. Then they buy table dis- 
play signs from a third shop, and 
wall cards from a fourth source. 
They get a hodgepodge of color and 
style, and sometimes a real eye- 
sore. 

Sales appeal — Most signs have 
only one purpose. They create a 
mew demand, or awaken a latent 
one, 


Gimmicks can make sales 


Some dealers believe the best 
sign offers a bargain or some other 
price incentive. 

A druggist once displayed a 
sign: “Was 59¢. Now 49¢.” 

Six out of 10 customers asked 
what he was selling. It was shav- 
ing soap. About half the customers 
bought that soap. 


You can use a variation of this 
theme. 


Some hardware dealers use signs 
to emphasize services such as free 
delivery, charge accounts, parking 
space, and night or holiday open 
hours. 


The right gimmick can make 
your cash register ring. 


A grocer was overstocked with 
hundreds of pounds of pale salmon 
instead of the rich pink variety his 
customers wanted. He put up a 
sign which read: White salmon— 


HARDWARE AGE, AUGUST 29, 1957 

































































RNR ets See Eas 
Oy ae RR ee em a 


WAR Wipe 








¥ 
Uy, 
wy 
Sq 
ye 
a" 
et 


guaranteed not to turn pink. He 
quickly sold every can. 

Use the wrong gimmick and your 
idea can backfire. A service sta- 
tion used a large outside banner: 
Department of Internal Residue. 
The idea seemed clever, but there 
isn’t enough visual distinction be- 
tween Residue and Revenue. 

Many customers were disap- 
pointed to learn that they could 
not settle their tax bills at the sta- 
tion. 

You’ve probably seen the gag- 
line: Customers wanted: no exper- 
lence necessary. 

There’s nothing wrong with this 
one—utnil it becomes motheaten. 

Correct placement — There’s a 
saying that the best outside sign 
is one that can be read by a rider 
on horseback going at a full gallop. 

Very few signs could meet this 
test. Some are so high or so awk- 
wardly placed that only a contor- 
tionist could read them without 
crossing the street. 

Place your signs on the right 
wall or table, and near the items 
they feature. Place signs so they 
guide customers to the point of 
sale. 


A general store manager wanted 
to get rid of a surplus of front 
porch welcome mats. He placed a 
Marilyn Monroe calendar on a wall 
close to the display. He took many 
orders for’ calendars. 
bought mats. 


Nobody 




















SOMETHING To Crow Abour/ 
TELL THE WORLD 


WITH 


GOOD SIGNS 











FOR THEY ARE YOUR 
SILENT SALESMEN 














Sign A, note poor lettering, lack of contrast and interest in the layout. 


When you get a good sign, one 
that really pulls, keep it alive. 
Move it around frequently. Do not 
let it become part of the fixtures. 
Do not make the mistake of think- 
ing that the more signs you use 
the more business you will do. Too 
many signs can make a mess. 

Fitness—Get rid of signs that 
have outlived their usefulness. 

Nothing annoys customers more 





Something to crow about ?— 


TELL THE WORLD 


THEY ARE 
SILENT 





YOUR 
SALESMEN 


Sign B, has different eye appeal, arouses interest, creates customer impact. 
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than appeals to buy products or 
services that are out of date. A 
“Fourth of July Special” has no 
meaning on July 5. 

There’s no reason why your 
signs should not reflect the courtesy 
you expect from your employees. 
Use Private or Employees Only on 
your office. These are more courte- 
ous than Keep Out or No Admit- 
tance. 

If you do not want to cash per- 
sonal checks, say so in plain and 
polite English: Sorry, we cannot 
cash personal checks. 

This is better than: In God we 
trust. All others pay cash. 

Neatness and Spelling—An un- 
tidy sign has about the same appeal 
as a soiled menu in a restaurant. 
A customer sees an untidy sign, 
and then decides that the merchan- 
dise is equally poor. 

Replace your signs when they 
become shopworn. 

Be careful of spelling. 

Here are some samples of signs 
found in a town of 10,000. 

A used car dealer: Come in for 
appraisel. A hardware dealer ad- 
vertised bycicle parts. A drug 
store offered badmitten sets. A 
A restaurant menu listed Colorada 
lake trout. A travel agency sign 
read: Let us help plan you're vaca- 
tion. ® End 
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Who’s afraid of discounters? 


...1’mnot, says this aggressive dealer 


This is the story of one hardy dealer’s 
successful methods of fighting discounter — 


competition for more than 10 years 


Most hardware dealers have learned to live with 
discount house competition. No longer a new threat 
to old-line retailers, discount selling is now accepted 
as a permanent competitor. 


Most hardware dealers have some type of dis- 
counter close by their shopping areas. You are prob- 
ably one of these dealers. You’ve probably lost 
a lot of volume, and done a lot of complaining about 
the situation. 


Yet, how would you feel about having this competi- 
tion nearby for more than 10 years? 


Summit Hardware & Electric Co., Buffalo, N. Y., 
faced the discount house problem head-on shortly 
after World War II. It has faced the same problem 
ever since. 


But instead of bowing before this merchandising 
force, as countless thousands of other merchants have 
done, Summit Hardware rolled up its sleeves to fight 
back. 


With manager F. Watson Campbell at the helm, 
Summit counter-merchandised price slugger competi- 
tion. How? These questions and answers explain the 
methods. 
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Q—How long have you been in the hardware business 
here? 
A—About 25 years. 


Q—When did the discount house threat come close to 
home? 

A—Well, it started to build up right after the war. 
Around 1947 a store nearby became a discounter. And 
we started to feel the effects right away. 


Q—Can you give us some idea of the lines that were 
discounted? 

A—The usual. Major appliances, traffic appliances, 
fancy cookware, and certain housewares lines. 


Q—When discounting became a problem, what was 
your yearly sales volume? 
A—In the $200,000 range. 


Q—What’s your volume now? 
A—In the $300,000 range. 


Q—Then a discounter isn’t much of a competitor? 
A—Far from it! He has taken a lot of our major 
appliance volume. And he is busy all of the time. 
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Q—Then what accounts for the big 
sales increase? 


A—lIt’s a policy we have developed 
to outdiscount the discounter in 
ways other than price. 


Q—Whoa. that’s a mouthful. 
Could you explain that a little 
simpler? 

A—Well, it didn’t take us long to 
learn that you just don’t sit back 
while price competition drains the 
cream off your sales. We found 
out that lots of selling features 
mean as much to customers as a 
shaved price. So, we introduced 
what I like to call our “4-G” policy. 


Q—4-G policy? 
A—Yes, the “G” means good. 
Good service, good inventory, good 
display, and good merchandising. 
These four combined aspects of 
managing a store carry as much 
weight as a knocked-down price 
with some customers. These cus- 
tomers like credit. They like a good, 
big selection for their money. And 
they like to count on a place to go 
back to if the item they buy dis- 
appoints them or needs service by 
experienced hands. 

In short, these customers are 


willing to pay a little more for all 
the intangibles. 


Q—You just mentioned credit. How 
important to you is it as an ad- 
vantage over the store nearby? 
A—Plenty important. Right now, 
I’d say that we do more than half 
of our total volume in 30-day credit 
accounts. And that’s conservative. 


Q—yYou also mention “good, big 
selection .. .” 

A—It’s important! Look at a dis- 
counter’s selection of any one line. 
What has he got? Two, three, or 
maybe four items to choose from. 
And often the sample is the stock. 
We have found that our customers 
want to shop and compare, es- 
pecially on high-priced lines. 

We carry a cost inventory of 
about $70,000. That means our 
retail stock is always $100,000 or 
more. It has to be big to carry 
stock plus reasonably wide assort- 
ments. I might add that we get 
21%, or more stock turns a year. 
You have to watch your stock 
turnover with wide item selection. 
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Here's the staff that makes service more than compensate for the lure of 
price next door (from left): manager F. W. Campbell, C. G. Meyers, J. S. 
Kaming, S. J. Peter, R. F. Willsey, J. R. Davis, and F. W. Gilkison. 
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Summit Hardware has discount competition but its volume has never been 


better. 


Q—yYou also spoke of service “by 
experienced hands.” Do you employ 
a trained service man? 

A—We employ three of them. 


Q—Three? 
A—yYes, and I know that sounds 
like a lot. Besides maintaining 


normal service on items we sell, 
such as traffic appliances, we 
merchandise a service and repair 
division as a full-fledged, profit- 
making department. 

A considerable amount of our 


total volume comes from this de- 
partment. We wire homes for ap- 
pliance installations. We do a big 
business in general repairs on 
large and small appliances. 


Q—How about traffic? Do you get 
much of the discounter’s overflow, 
and vice-versa? 
A—A little, of course. But I'd 
say his customers and my cus- 
tomers are different. We both draw 
customers from all over town. 

In my opinion, the kind of peo- 
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Who’s afraid of discounters? 





ple who shop in a discounter’s 
store are the same everywhere. 
That is, they want bargains. They 


just can’t see such things as selec- 


tion, credit, and service. 


Q—Then you don’t think many of 


the bargain shoppers can be con- 
vinced of the true value received 
when they buy in old-line hard- 
ware stores? 
A—No, not many. The real prob- 
lem, as I see it, occurs when dealers 
sit back and do little or nothing 
when discounters loom as competi- 
tion. Then they gradually begin to 
slip and fall. 

Discounters are always certain 
to get traffic from die-hard bargain 


(Continued) 


hunters. That is traffic the regular 
dealer probably wouldn’t get any- 
way. But the same discounter will 
start draining off other customers, 
too, if dealers don’t perk up dis- 
plays, broaden’ selection where 
needed, make service a selling fea- 
ture, as offer credit on higher- 
priced lines. 


Q—How big is your store? 
A—Oh, about 50x110ft. That fig- 
ures to about 5500 sq ft. 


Q—With your volume in the $250,- 
000-300,000 yearly range, that 
means you average about $50 per 
square foot of selling area a year. 
You realize such an average is very 


high? 

A—Yes, we do. And it under- 
scores a point. We get nearly twice 
the national average of sales-per- 
square-foot of selling area a year. 
We get it because we pack every 
square foot with name brand hard- 
ware, appliances, and housewares. 
We offer these lines in broad selec- 
tion and at fair trade prices. 

We give the customer selection. 

We give the customer credit. 

We give the customer satisfac- 
tion or his money back. 

We give the customer service 
after the sale. 

We give the customer good dis- 
play, in-use advice, room to shop 
in comfort, and a 40-car parking 
lot for convenience. 

We think we’ve got some of the 
answers, not only to survival, but 
to even improving our lot, regard- 
less of price competition. °F nd 





How to sell builders’ hardware 


in a shopping center store 


Dealer builds good volume with product 
know-how plus a depth of stocks 


Can hardware stores in shop- 
ping centers feature basic hard- 
ware lines? 

The answer is “Yes” from Dale 
Brolliar, owner and manager of 
Brolliar Hardware in the West- 
port Shopping Center, Yakima, 
Wash. 

Mr. Brolliar still appreciates 
the importance of housewares and 
giftwares. However, he features 
basic hardware and will continue 
to do so in his remodeled store to 
build store traffic and profits. 

Here is what it takes to feature 
basic hardware, in Mr. Brolliar’s 
opinion: 

(1) A liking for and knowledge 
of the line. 

(2) Service equipment. 

(3) Adequate stocks. 

Builders’ hardware is a basic 
line featured by Mr. Brolliar. 

A considerable portion of his 
store’s volume is in builders’ hard- 
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ware, and 99 percent of that 
amount is business done with con- 
tractors. The percentage is re- 
markable since Brolliar Hardware 
is in a new housing development 
where do-it-yourself sales would 
seem to predominate. Yet, Mr. 
Brolliar’s big volume comes in 
selling the hardware for a com- 
plete house. 

Today’s builders’ hardware vol- 
ume actually started years ago. 
An employee in a hardware store 
Mr. Brolliar owned years ago liked 
and knew builders’ hardware. 
some of the enthusiasm and 
knowledge of the employee for the 
line rubbed off on Mr. Brolliar. 
Soon he knew enough of the lan- 
cuage to talk with architects and 
contractors. 

Mr. Brolliar can take specifica- 
tions off blue prints, and can key 
locks. He buys in full carton lots 
to get maximum price benefits and 


to have enough inventory to meet 
his needs. 

What success he has had in 
builders’ hardware Mr. Brolliar 
credits to his liking the line, and 
knowing enough about it to like 
to sell it. 

Service equipment, in Mr. Brol- 
liar’s opinion, is necessary to cre- 
ate in customers the desire to deal 
with him. 

For instance, Mr. Brolliar 
bought a pipe threading machine. 
Now he stocks a pretty complete 
line of pipe and is doing a good 
volume in it. 

Adequate stocks, he points out, 
are needed to fill store shelving, 
and to prevent walk-outs. It is the 
old story of “you can’t do business 
from an empty wagon.” 

Mr. Brolliar’s stocks in builders’ 
hardware are so complete that he 
can set aside all items when he 
gets a job. 
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Attracts customers, increases sales, shows, describes 
and prices guns—for window or store display 


ERE’S a “natural” for more sales. 

Now you can display Reming- 
ton guns on this easel-type stand 
— at exceptionally low cost to you! 
Remington offers these expensive 
4-gun display racks for only $4.50 
—a price below the quantity pur- 
chase price. 

Use one or more of these hand- 
some displays to feature guns in 
window or store. Guns will sell fast- 
er when you get them out from be- 
hind the counter. Beautifully fin- 
ished korina wood sets off guns to 


their best advantage . . . attracts 
customers and brings them to the 
point of sale! 

Send your order now to Sales 
Promotion, Remington Arms Com- 
pany, Inc., Bridgeport 2, Conn. 
Price per gun stand is $4.50 F.O.B.., 
Bridgeport, Conn. 
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Handsome Blond Korina Wood 
Stand Displays Remington Guns 


to Best Advantage 


Remington ‘‘Matched Set’’ autoloaders 








AUTOLOADING SHOTGUN 





Attractive identification cards for each 
Remington gun slip into brass card 
holders, mounted on the stand, to iden- 
tify the guns you wish to display. A 
complete set of identification cards is 
supplied with each stand. 
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ROOF DRAINAGE PRODUCTS — a complete line that’s competitively priced and FASTENERS—over 20,000 types and sizes of standard bolts and nuts are 
ready to use. These uniform products are supplied in galvanized steel supplied in eye-catching, tough, non-smudging packages that make attrac- 
and ENDURO® Stainless Steel. tive self-selling displays. 


REPUBLIC 


Sr =F 


RepuBiic)) ots Widest Range of Standard Steels 


HARDWARE AGE, AUGUST 29, 1957 





Better Products build Better Profits... sell 


LIC CHAIN PRODUCTS 





No matter what use your customer has in mind, 
when he buys chain he expects absolute de- 
pendability. 

You can give him this assurance when you 
stock and sell Republic Chain Products. In- 
cluded are all types of chain, plus fittings and 
accessories, for every farm and home applica- 
tion. Each is backed by Republic’s nationally 
known and respected reputation for quality 
and reliability. As a result, each sale you 
make builds a sound foundation of customer 
satisfaction—the basis for profitable repeat 
business. 


Republic Proof Coil and BBB Chain, for ex- 


RE « . i UT 





ample, are two of the most popular general 
utility chains. They provide excellent depend- 
ability in heavy-duty home and farm service 
such as towing, dragging, stump pulling, and 
trailer safety chain use. Each is proof tested 
and available in easy-to-stock, -handle, and 
display STEEL-PAK containers. In addition, 
they are positively identified with name-tape 
bands applied at 10-foot intervals—green for 
Proof and red for BBB. 

It will pay you to get all the facts on Re- 
public’s outstanding line of chain products. 
Simply contact your local distributor, or send 
coupon for information. 


BUILD@Ge Ss. 












FLEXIBLE PLASTIC PIPE—for livestock watering, STEEL PIPE—for plumbing, heating, air conditioning WIRE NAILS AND STAPLES—ca complete line for 
lawn sprinkling, irrigation uses. Supplied coiled and all other home and building uses. This high- every farm and home use. Also ideally suited to 
from Yo" thru 3” dia. In straight lengths in 4” and quality pipe is available in a full line in sizes and accepted by the building trades. Made from 
6’ dia. Plus a complete line of fittings. you want, steel wire specially produced for nail manufacture. 































Ee Oe ee ee ee ee ee RE ee " 
| REPUBLIC STEEL CORPORATION | 
| DEPT. C-4403 | 
| 3154 EAST 45th STREET - CLEVELAND 27, OHIO 
Please send more information on: | 
| 1 Chain Products 1) Wire Nails and Staples 
| [) Fasteners C) Flexible Plastic Pipe 
C) Steel Pipe C1) Roof Drainage Products | 
ant, Stack Produc | N Ti | 
Name Title 

| 
| Company 7 
| Address | 
| | 
oll 
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hardware customers as well as attracting toy 


You may be losing sales if your 
toy department is open only at 
Christmas. Keep your department 
open all year and boost sales 
throughout your store. 

Here are two important facts to 
remember. 

Every child represents $500 in 
retail sales between his first and 
sixteenth birthdays. 

Sales made for children between 
the ages of 2 and 6 comprise 49 per 
cent of all toy sales. 

What does this mean to you? 

First, you will be able to sell 
toys to those who shop your hard- 
ware and housewares departments. 


Toys build traffic 


Year round department gets impulse sales of 


customers to hardware, housewares sections 


ous MOSER QEE Saigaye NARA MS aes 
sete eek pees Sago Bee SS 
ate a oo e. ce os penis sy 
yy . - ee ey 





Perforated panels on the walls are 
used at Murray Hardware for dis- 
plays like this one of dolls and doll 
clothes. Other toys on display shelves 
can be exhibited also. 


Sales clerks can be helpful in selecting the right toy. t.ere, a sales clerk, 
center, helps a mother and child pick an educational toy at Murray Hardware. 


- & > a 2 
. , 
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If you live in a suburban area, 
each young family probably has 
one or two children. Usual shop- 
ping by these customers can in- 
clude small impulse items such as 
balls and card games. 

Second, customers drawn to your 
toy department will be potential 
customers in other sections of the 
store. 

Establish your store as a toy 
center and sales in all departments 
will increase. 

That is what Murray Reinstein, 
owner of Murray Hardware in 
Silver Springs, Md., found to be 
true. 

At Murray’s there are 2250 sq ft 
of toy selling space on two floors. 
The main toy section of 1000 sq ft 
is on the first floor. Bikes, doll 
carriages and larger items are on 
the second floor. 

Mr. Reinstein orders in small 
quantities so that he has a con- 
stantly changing stock. He says 
that he can have a wider variety of 
items, hence the same customers 
can be sold more things. 

Year around sales at Murray’s 
are biggest on standard items. A 
large doll stock ranges in price 
from 98¢ to $14.95. The standard 
games of checkers, Lotto, Monop- 
oly and others at $1.98 find the 
largest sales. [Impulse sales of 
smal] trucks and balls are also high 
in number. 

Mr. Reinstein regularly relocates 
toys in the department. He finds 
that most of his customers are al- 
ways the same people and they like 
to see changing stock. ® End 
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Ads like these—featuring the popular Wingfoot “175”—regularly 
reach millions of youngsters who read Boys’ Life, Junior Scholastic 
and Harvey Comics. They’re one of the big reasons why the 
Wingfoot has scored such a resounding success with owners of 
middle-weight bikes. 


How are you fixed? Better order a supply of Wingfoot “175’s” 
from your jobber today. And be sure to specify them when order- 
ing new bikes. Goodyear, Cycle Tire Dept., Akron 16, Ohio. 


GO00D, YEAR 


MORE PEOPLE RIDE ON GOODYEAR TIRES THAN ON ANY OTHER KIND 
Wingfoot -T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 
















WINGFOOT 
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How to feature specials 


Here is a way to dress up your 
tool department wall section and 
feature special items. 

These units stand out from the 
wall, yet do not hide merchandise 
displayed behind them. 

Cireles are cut from % in. hard 
composition board in 12 and 14 in. 
diameters. The open center filagree 
design is cut so merchandise be- 
hind the featured items will not 
be hidden. 

Holes are drilled across the ribs 
on 1 in. centers so standard meta! 
shelf holders can be inserted. 

Small pieces of angle iron are 
welded on 16 in. metal hooks and 
attached to the composition board 
circles with small stove bolts. The 
bracket mounts the display on a 
perforated panel wall section. 

A 3% x 5% in. card holder, made 
from % in. plywood with metal 
edging to hold the card, can be 
fastened to the bottom edges for 
listing product information. 

Paint the circles a bright color 
so items displayed on them will 
stand out and attract maximum 
attention. 

The special sign on each unit 
can be changed to read, An Ideai 
Gift for Him, during the Christ- 
mas season. Timely slogans wil} 
help boost sales from these units. 

These functional displays were 
developed by the store planning 
department of L. Grossman & Sons, 
Inc., who operate a chain of 23 
retail hardware and building mate- 
rials stores and lumber yards in 
Massachusetts, Rhode Island, New 
Hampshire and Maine. Its fleet of 


42 


in tool department display 


“There Goes Grossman,” on the 
rear, are a familiar sight on all the 
highways in New England. 


company cars and trucks, bearing 
the lettering, “Here Comes Gross- 
man,” on the front end and, 


These circular display aids will spotlight specials in your tool department. 
Units, marked A, are given in detail in the lower part of drawing. 
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Do yow sell for less 


when prospects say, 


“i can buy it for less’’? 


Or do you have the right answer for this ancient price 
argument? 


















There is a right answer—and Fairbanks-Morse has it— 
in easily read chart form. 


Perhaps you would like to see the new Answer Chart 
Fairbanks-Morse has prepared for you. 





Mail the coupon today. We’ll see to it that you will 
have the Answer Chart explained to you promptly. 








Model H-657-M12 





=F te 





Fairbanks, Morse & Co., Dealer Div.. 
Dept. HA-8-29, Chicago 5, Illinois 


Far RBAN h - MORSE Gentlemen: If there’s an answer to the price problem, I want to know 


. about it. Ask your salesman to stop by and show us your Answer Chart. 
a name worth remembering when you want the BEST 





I le le aelwe ut 


WATER SYSTEMS * GENERATING SETS * MAGNETOS 
. ae i 8 eens obetcweebnevesssee 
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This modern building houses doctors’ offices as well as storage and repair 


facilities of G. H. Ebbers & Sons. 


Office space rentals pay 





Are you planning to build a new 
storage or repair shop building? 
Then it will pay you to consider 
adding office space to rent to pro- 
fessional men. 

A hardware dealer in Sheboygan 
Falls, Wis. did just this. He built 
office suites for doctors in his build- 
ing. The rent from these suites 
pays off the cost of the building. In 
20 years he will have amortized his 
building cost. 

In addition, the offices bring 
traffic to the basement and to the 
store across the street. 

Although Paul Ebbers built a 
larger building than he had orig- 


uw 


cost of new storage building 


inally planned, the building is a 
sound financial investment. 

Mr. Ebbers is president of G. H. 
Ebbers and Sons, in Sheboygan 
Falls, Wis. Originally he planned 
to build a $60,000 one-story build- 
ing and basement for a storage 
area and for a repair shop. It was 
to replace a similar building de- 
stroyed by fire. 

But it didn’t turn out that way. 

When excavation for the build- 
ing began, a local doctor asked Mr. 
Ebbers if he would consider build- 
ing a second story with office space 
for rent. The doctor said he would 
rent space. He was certain other 





doctors would do the same. 

Within a short time, more pro- 
fessional men in the community 
agreed to take space in the build- 
ing. Mr. Ebbers revised his plans 
and included the office space. In- 
stead of building the $60,000 
structure, Mr. Ebbers built a mod- 
ern, two-story office building cost- 
ing $150,000. 

The building has all of the fa- 
cilities of the originally planned 
building plus the additional ad- 
vantage of being a traffic puller. 
Patients visiting the doctors often 
visit a small display area down- 

(Continued on page 47) 
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Cellophane Tape 
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Selling Fast! 
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DEALERS, 
I've got 
exciting 
news 
for you! 





It’s news about a brand-new, completely different line of electric alarms 
and kitchen wall clocks that Ingraham’s about to introduce. They’re 
only days away and, believe me, you’ve never seen anything like them. 
They're new clear through because we developed a way to untie the 
designer's hands. Drawing on our 30-million motor experience, we 
came up with the super-silent Ingraham Synchro-dyne motor... a 
motor so compact it permits case styling that never was possible before. 
The dealers who have had a preview exclaim at the fresh new trim-line 
styling of these clocks and say that they're sure to set a new high in 
sales appeal. 

So wait before you order your Fall stock . . . wait to see the Ingraham 
line. It’s color-complete, style-complete, and priced to sell on sight. I’m 
sure you'll agree when you see the line that it’s just what the public 
wants. You can count on us to back you up with all the selling aids 
you need: colorful display assortments, window streamers, mobiles, 
newspaper mats, etc. 


om Sincerely, 
er a mee 
Ed Taylor 


Vice President 
The Ingraham Company 


Bristol, Conn. 


P.S. The prices of these clocks are right — to sell on sight. 
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Office space rentals 





(Continued) 


stairs or are exposed to the main 


store building directly across the © 


street. 

Ebbers uses the basement for 
storage of parts and major appli- 
ances, garden tools and tractors. 
These are displayed in a small 
area in the basement. Goods are 
taken to and from the basement 
on a freight elevator which con- 
nects with a garage at the rear 
of the building. 

Ebbers’ repair shop is at the 
rear of the first floor. 

Just inside the lobby is a small 
office enclosed with glass brick 
and mahogany panels. This is 
Ebbers’ repair shop office. Some 
major appliances are also dis- 
played here. 

Ebbers displays samples of the 
basement lines in the main store. 
When customers want to see these 
lines more completely, a salesman 
takes them to the display area in 
the basement. 

Neat signs in the lobby of the 
building direct persons to the va- 
rious doctors’ offices and also to 
the section housing Ebbers. 

The building measures 50 x 95 
ft. It is of concrete block con- 
struction. The front of the build- 
ing is finished in Tennessee stone 
and Roman brick. A broad alumi- 
num canopy circles the front and 
both sides. 

The entire building is air-con- 
ditioned and heated from a cen- 
tral system. 

The building is dedicated to G. 
H. Ebbers, founder of the firm 
and Mr. Ebbers’ father. 

Ebbers operates stores in Gibbs- 
ville, Oostburg and Cedar Grove, 
Wis., in addition to the store at 
Sheboygan Falls. 

Five sons are in the business. 
They are Paul, Harvey, Chester, 
George, and Earl. 

In Sheboygan Falls, the owner, 
Paul Ebbers, has sold the hardware 
division of that branch of the busi- 
ness to John Brill, former manager 
of F. Geele Hardware Co., Sheboy- 
gan. Mr. Brill now operates the 
hardware store as Brill Hardware. 

End 
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DOES YOUR STORE 


DISPLAY THIS WHISK? 
QVER 1,000,000 SOLD EACH yeqp, 





It should! f 


Oxco’s Red Breast whisk is the best- 
known, best quality whisk in America. 
Genuine palmetto fibre, double-stitched 
for strength. Bright wire-wrapped han- 
dle, with metal cap and ring. Colorful 
silver shield. 74” overall. 
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Advertised to 5,000,000 
car-owners in the Sept. 7 issue! 


CHOOSE FROM TWO 
SELF-SERVICE DISPLAYS 


DISPLAY RACK PACK | 


’ a 7G, 
4 


IGS 


~~ 


— One dozen 
whisks plus 
4-armed metal 
rack with top 
sign; all in one 
carton. 













One dozen 
whisks in color- 
fully printed 

set-up counter 
display carton. 


ORDER NOW 
| FROM YOUR 
W144 


~—_O 


OX FIBRE BRUSH COMPANY, INC. 
rreoericx <elabhahed /FFF marti. anod 
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The best in ‘‘Probe-Type”’ Appliances 
by the pioneer in controlled 


Exclusive “‘LONG PROBE” Cookamatic Control 


Extra-long, all-aluminum probe covers greater cooking area of each 
utensil. Reacts quicker and far more accurately to changes in 
temperature than shorter, steel probes. This extra length assures perfect 
cooking heats with a minimum of temperature variance. 


Exclusive ‘BALANCED HEAT” Distribution 


Universal’s heating element and probe housing are scientifically sized and 
shaped for each individual utensil and the type of cooking for which it 








was designed. This results in even distribution of heat over entire 
utensil for perfect cooking results. 


Just Dial the Heat 
with this Interchangeable 
Cookamatic Control 


Larger, easy to see, easier to adjust dial 
than others. Plugs in under handle, out 
of cook’s way, out of harm’s way. 


+69 


Fae PRK 


3 Automatic Griddle 
$1695 


COOKAMATIC CONTROL 

















DETACHES SO EACH | Automatic Frying Pan 
APPLIANCE CAN BE Medium or large size. 
WASHED COMPLETELY ‘ 3 Metal or glass “Peek-in” cover extra 


_ UNDER WATER! 


eh 
pee) FS 


from $1295 
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Soe. BEE Blo i ois Bee aes Sas PIS ie e ‘ , i ERE 1 GPR PUL PITS 








HARDWARE AGE, AUGUST 29, 1957 








sf 
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heat cooking 
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EXTRA $6.95 CONTROL 


FREE 


when you buy this 4-piece 








Hostess Display Pack 


YOU MAKE AN 
EXTRA $6.95 PROFIT! 


Get this beautiful counter display 

box with 3 Cookamatic appliances and 

a Control plus an extra Control free! 

Full self-selling information in the cover. Use 
the extra control to help sell a whole set of 
Cookamatic Appliances, or sell it separately 
with one for an extra bonus profit of $6.95. 
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CALL YOUR DISTRIBUTOR TODAY! a 


Ask him about the big national Good Housekeeping 


) ERVES TH EN ALL g program planned to boost your sales! Se soetansce 
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Behind counter display is placed high enough to be clearly visible to cus- 
tomers. Highly polished items are kept bright and free of al! dust. 


2 pilferage control ideas 


Here are ideas you can use to You can use them in a way These two simple, effective and 
cut down on pilferage in your which does not impair the effective- fairly inexpensive ideas used at the 
store. ness of a display. Verona (Wis.) Hardware. Both 


lessen the danger of pilferage of 
high margin items. 

Guns are displayed on two per- 
forated yellow panels. When a 
customer wants to examine a gun 
the salesclerk can remove it by 
using a small stool kept behind the 
display table. 

Until the guns were placed on 
these panels high above other 
sporting goods lines, pilferage was 
a constant threat. 

Walter Kietszke, store owner, 
says that customers often ask to 
see one of the featured guns. 

Another simple, but more ex- 
pensive display which prevents pil- 
ferage is used to feature electric 
clocks, cutlery and pocket watches. 

This four-level display with slid- 
ing glass doors is just in back of 
the wrap counter. 

Knotty pine paneling and frame 





a : “es help make this an _ eye-catcher. 

ae o FR a TP Light yellow perforated board back- 
Seven high-priced guns are shown where all may see but none may handle ground and semi-indirect lights 
them without assistance from one of the members of the selling staff. brighten it. © End 


56 HARDWARE AGE, AUGUST 29, 1957 





MS otha 


at the NATIONAL 
HARDWARE SHOW 
















MORE THAN 1000 LEADING MANUFACTURERS exhibit 
more than 50,000 products including more than 1000 
brand new items introduced to the trade...all at one 
time, under one roof. 


COMPLETE LINES of hardware, housewares and allied 
items... plus the greatest array of lawn, garden and 
outdoor living equipment ever assembled... plus a new 
division devoted exclusively to fishing tackle! 


FILL OUT AND RETURN THE REGISTRATION COUPON 
today. Your admission badge, which will admit you 
without further registration, will be mailed to you. 


OCTOBER 14-18, 1957 
at the COLISEUM, New York City 


i ccceecillieercenailimedaen titiceeatatettieannedicesesreietitensneetlin: nineallicaaneadnn EE cee nena cece eaten ee intent 
NATIONAL HARDWARE SHOW 

Suite 1103, 331 Madison Ave., New York 17, N.Y. 

Please check below if you wish us to make hotel reservations for you. 


(Please Print) 
TITLE 









NATIONAL 
HARDWARE SHOW 


NAME 
FIRM 
STREET 

CITY STATE 
TYPE OF BUSINESS 


Please check below the classification of your business. 
[ ] Wholesaler [] Retailer [] Dept. & Chain Store Buyer 
[_] Importer-Exporter [_] Mfgrs’ Agent [(] Manufacturer [_] Other 
please fill out coupon and mail 1. (_] Please send us your hotel reservation blank. 
Minors under 18 yrs. of age will not be admitted under any circumstances. 
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New Display 














(Continued from page 10) 


| You'll pay more for goods; 

| railroad freight hike OK'd 

| You are going to have to pay 
| more for many of the goods you 


BURGLAR-PROOF 


vena ee fae _ sell. 
CYLINDER mon i | The Interstate Commerce Com- 
WINDOW LOCKS tae aie ' mission has given the railroads 
ais cheeee painted iieteen ‘ame " a | permission to raise their freight 
tomers at a glance how the Fraim “ C. a $ = me ng rates. 


window lock prevents anyone from 


Eastern and Western railroads re- 


os Tl -allale sasn Tells ‘leh Mn alaleleh 


can be locked shut against weather: Ge Op a ON ceived 7 percent increases. South- 
or locked partly open Re <c i ee ern railroads received 4 percent 

for ventilation or for Tattle as > : j S S 

Tehdtels of air aolaloibilelalial: increases. 


units. Colorful display only ee However, the increases granted 
RBG inches. Noles | 2. locks = were not as much as the railroads 
gegpedocog sought. They asked for increases of 
15 to 22 percent. 
The new rate boosts are the 13th 
oe awarded to the railroads since the 
end of World War II. 







ORDER FROM YOUR JOBBER 
PADLOCK and HARDWARE CoO. _ Money will have a new look 
LANCASTER, PENNA. | this fall; new bill issued 

Don’t be alarmed if you receive 
strange looking one dollar bills this 


(® fall. They won’t necessarily be 
_ phony. 
Woy | The government is printing a 
*. a | ° . 











new series of one dollar bills that 
_ will be placed into circulation start- 


™ offer even more realism ing oct. 1. 
| The new bills carry the inscrip- 
e+e Cven more value tion “In God We Trust” on the 
green backside of the bill just 
above the large word “one.” 
They carry the signature of Rob- 
ert B. Anderson, who became Sec- 
retary of the Treasury on July 29. 








a ‘ Government takes action to 
. spur new home construction 
The government has taken steps 
to spur new home construction. 
| First it lowered minimum down 


No. D-3 Victor Magnum is completely new! No. D-2 Victor Premier offers the same new, ; 

It’s oversize—offers your customers greater broad-body realism, the same added value of | payments for Federal Housing Ad- 
value. The Victor Magnum sits lower in the the Victor Magnum. Slightly smaller. Mallard, ministration insured mortgages It 
water, is broader across the back giving a more ; Black Duck, Pintail. , 


life-like appearance to high-flying game—more 
sales appeal to your customers. Two species: 
Mallard and Black Duck. Mallard has head and 
wings painted with iridescent paint for added 
realism and attraction. 


also boosted the maximum interest 
_ rates on FHA insured mortgages. 
| Then FHA changed its rules to 
get more money into the mortgage 
market, chiefly from industrial wel- 
fare and pension funds. Also, home 
buyers will not now have to pay a 


Victor Magnum and Veri-Lite decoys are 
built of light, tough molded fiber, painted in 
natural, life-like colors. Glass eyes. Veri-Lite 
stvie Im seven species. 


Victor Decoys are available in Molded Fiber, Tenite Plastic, and Wood—the most com- 


plete line offered by anyone, anywhere, Order the complete line of Victor Decoys, now! year’s premium on FHA mortgage 
insurance in advance. 
ANIMAL TRAP COMPANY OF AMERICA 
Lititz, Pa. Pascagoula, Miss. Niagara Falls, Canada (Resume reading on page 11) 
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MIRACLE TUB-CAULK 
Special bonus package contains: 


a : 
1 display 100T (6 Tubes 4% oz. Tub-Caulk) plus 2 
extra 4% oz. ($1.00 retail) Tubes FREE. 


PACKING NET PRICE | PRICE TO 


1 Display TO DEALER CONSUMER 
\ 1 entitle 8 4% oz. tubes ; . 
An | () | | Ce S a sensational 55% all 




















As described in Aug. ‘57 
issue of Readers’ Digest. 
See pg. 162. 





MIRACLE “BLACK MAGIC” ADHESIVE 

New Improved Formula! New Economy Size* 

Special bonus package contains: 

1 display 59M (12 Tubes 2% oz. Black Magic) plus 
4 extra 2% oz. ($.59 retail) Tubes FREE. 


PACKING NET PRICE PRICE TO 
1 Display TO DEALER CONSUMER 
16 2% oz. tubes $4.25 $9.44 




















YOUR PROFIT: $5.19 


a sensational 55% profit 


MIRACLE “BRITE MAGIC” ADHESIVE 
() New Improved Formula! New Economy Size** 
Special bonus package contains: 


1 display 59W (12 Tubes 2% oz. Brite Magic) plus 
4 extra 2% oz. ($.59 retail) Tubes FREE. 
PACKING NET PRICE PRICE TO 


1 Display TO DEALER CONSUMER 
16 2% oz. tubes $4.25 


























, YOUR PROFIT: $5.19 


a sensational 55% profit 








aithal TIME! Act fast and take ate of a See 4 sc aae deals. 
Tub-Caulk, Black Magic and Brite Magic sell fast, turn-over fast. 
YOU MORE THAN 


DOUBLE YOUR MONEY! MIRACLE ADHESIVES CORPORATION 


250 Pettit Ave., Bellmore, L. L., 
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Convention Calendar 


1957 1958 
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— Convention Check List 
For complete details about the conventions listed by dates below use 
the alphabetical listing following this quick check list 
1957 26-28 Pacific Northwest Hardware & 
a Implement Assn. 
prember 26-29 Janney Semple, Hill & Co. An- 
1-4 Beck & Gregg Hardware Co.., nual Retailers’ Conference, Min- 
Fall Merchandise Show, Atlanta neapolis 
9-10 Walter H. Allen Co., Inc., Con- 27-28 American Hardware Supply Co. 
vention & Merchandise Show, Merchandise Fair & Stockholders’ 
Dallas Meeting, Pittsburgh 
10-11 — Dakota Retail Hardware 28-30 Indiana Retail Hardware Assn. 
ssn. 
15-19 Southwest Housewares-Hardware February 
& Recreational Market, Dallas 2-4 Nebraska Retail Hardware Assn. 
22-25 National Builders’ Hardware Con- 2-4 North Coast Retail Hardware 
vention, Chicago Assn. 
23 Franklin Hardware & Supply Co. 2-4 Oklahoma Hardware & Imple- 
Annual Convention & Stockhold- ment Assn. 
ers Meeting, Philadelphia 2-4 National Sporting Goods Assn. 
Convention & Show, Chicago 
October 3-5 New York State Retail Hard- 
14-18 National Hardware Show, New ware Assn. 

York 4-6 Kentucky Retail Hardware Assn. 
|7-19 Montana Hardware & Impiement 4-6 Wisconsin Retail Hardware Assn. 
Assn. 5 Connecticut Hardware Assn. 
20-23 National Hardware Convention. 8-10 Alabama Retail Hardware Assn. 

Atlantic City 9-11 California Retail Hardware Assn. 
29-31 Hardware Wholesalers, Inc.. Mer- 9-11 Tri-State Hardware & Imple- 
chandise Show & Stockholders’ ment Assn. 
Meeting, Fort Wayne, Ind. 9-1! Virginia Retail Hardware Assn. 
10-12 Ohio Hardware Assn. 
1958 11-14 lowa Retail Hardware Assn. 
16-17 Arkansas Retail Hardware Assn. 
lanes 16-18 a eee is tink 
erchandise 
5-7 Ace Hardware Corp. Annual Show, Portland Ore. 
: Convention & Exhibit, Chicago 17-19 Pennsylvania & Atlantic Sea- 
5-7 Illinois Retail Hardware Assn. board Hardware Assn. 
6-8 Minnesota Retail Hardware Assn. 18-20 Hardware Assn. of the Caro- 
6-8 Western Retail Implement & linas 
win Hardware Assn. 18-20 Michigan Retail Hardware Assn. 
i4 Hibbard, Spencer, Bartlett & Co. 18-20 Pacific Southwest Hardware Assn. 
Annual Merchandise Show & 22-24 New England Hardware-House- 
: Convention, Evanston, Ill. wares Show, Boston 
16-23 National Housewares Exhibit, Chi- 23-24 Mississippi Retail Hardware Assn. 
31 nee i 23-25 Tennessee Retail Hardware Assn. 
ermountain Assn. of Hard- 23-25 West Virginia Hardware Assn. 
ware & Implement Dealers 
19-22 Texas Hardware & Implement March 
ae: Assn. 2-4 Pacific Southwest Hardware Assn. 
23 Missouri Retail Hardware Assn. Hardwore & Housewares Exhibit 
21-23 nee States Hardware & Phoenix 7 
mplement Assn. . ; 
SGOT Locksiener Meee he pe 23-25 — Dakota Retoil Hardware 






























National Events 


American Hardware Mfrs. Assn. joint Independent Hardware Exhibit, Oct. 


annual convention with the Na- 13-17, at Hotel Empire, New York 
tional Wholesale Hardware Assn., City. Sponsored by Independent 
Oct. 20-23, at Atlantic City, N. J. Hardware Exhibit, Inc., 47 Howard 
Headquarters Marlborough - Blen- St., New York 13. 


heim Hotel. Arthur L. Faubel, 
AHMA § secretary, 342 Madison National Builders’ Hardware Exposi- 


Ave., New York 17, N. Y. Thomas tion, Sept. 22-25, at Chicago, III. 
A. Fernley, Jr.. NWHA managing Headquarters and Exhibition at 
director, 1900 Arch St., Philadel- Conrad Hilton Hotel. Exhibition 
phia 3, Pa. dates are Sept. 23-25. Sponsored by 
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National Builders’ Hardware Assn., 
John R. Schoemer, managing direc- 
tor, and American Society of Archi- 
tectural Hardware Consultants, 
William S. Haswell, acting secre- 
tary. Administrative offices, of both 
associations, 515 Madison Ave., 
New York 22, N. Y. 





National Hardware Show, Oct. 14-18, 


at the Coliseum, New York City. 
Sponsored by National Hardware 
Show, Inc., 331 Madison Ave., New 
York 17, N. Y. Frank Yeager, di- 
rector. 


National Housewares Exhibit, Jan. 


16-23, at Navy Pier and Drill Hall, 
Chicago. Sponsored by the National 
Housewares Mfrs. Assn., 1140 Mer- 
chandise Mart, Chicago 54; Dolph 
Zapfel, executive secretary. 


National Sporting Goods Assn. Con- 


vention & Show, Feb. 2-6, at Mor- 
rison Hotel, Chicago. Sponsored by 
National Sporting Goods Assn., 716 
Rush St., Chicago 11. 


Nationa] Wholesale Hardware Assn. 


joint annual convention with the 
American Hardware Mfrs. Assn., 
Oct. 20-23, at Atlantic City, N. J. 
Headquarters, Marlborough - Blen- 
heim Hotel, Thomas A. Fernley, Jr., 
NWHA managing director, 1900 
Arch St., Philadelphia 3, Pa. Arthur 
L. Faubel, AHMA secretary, 342 
Madison Ave., New York 17, N. Y. 


Regional Events 


Ace Hardware Corp., 2355 5S. Blue 


Island Ave., Chicago, 34th Annual 
Convention & Exhibit, Jan. 5-7, at 
Conrad Hilton Hotel, Chicago. 


Walter H. Allen Co., Inc., 6210 Denton 


Dr., Dallas 35, Convention & Mer- 
chandise Show, Sept. 9-10, at Baker 
Hotel, Dallas. 


American Hardware Supply Co. An- 


nual Merchandise Fair & Stock- 
holders’ Meeting, Jan. 27-28, at 
company offices and warehouse, 41 
Terminal Way, South Side, Pitts- 
burgh 19. 


Beck & Gregg Hardware Co. Fall 


Merchandise Show, Sept. 1-4, at 
Biltmore Hotel, Atlanta. Company 
office, 217 Luckie St., Atlanta 1. 


Franklin Hardware & Supply Co. 


Annual Convention & Stockholders’ 
Meeting, Sept. 23, at company of- 
fices and warehouse, 918-28 N. Del- 
aware Ave., Philadelphia 23, Pa. 


Hardware Assn. of the Carolinas Con- 


vention. Feb. 18-20. Sessions and 
hotel headquarters at Hotel Char- 
lotte, exhibit at Radio Center Au- 
ditorium, Charlotte, N. C. Martin 








SLSR EPG LEAL ALLIED 


...and 2 dozen 
#1122 Pails and 
2 cartons of #1510 
Sprinkling Cans. 
How soon 


Our truck will 
be out your way 
tomorrow morning. 
Thank you 








can I have them ? 


very much, sir! 
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Your nearest Wheeling warehouse puts the products you want on the road 
to you quickly—the same day if needed. Result? No hold-up on important 
shipments, no lost customers. 





CHANNELDRAIN CORRUGATED ROOFING 
And the Wheeling story goes straight to your customers, too, with adver- ROOFING AND SID 


tising in leading farm and consumer magazines. Here’s advertising that a 


helps to pre-sell and re-sell your customers. And solid repeat business is 
yours, too. Wheeling’s well-known quality reputa- ROLL ROOFING RAIN GOODS 
__ AND VALLEY AND FITTINGS 





tion sees to that. 





A quick call to your Wheeling Corrugating Com- 
pany warehouse or sales office will show you how 
Wheeling service-in-action can benefit you. 





METAL LATH CORRUGATED METAL 
AND ACCESSORIES CULVERT PIPE 








WHEELING CORRUGATING COMPANY e WHEELING, WEST VIRGINIA 
IT’S WHEELING STEEL 


IMMEDIATE DELIVERY ON ALL WAREHOUSE-STOCKED ITEMS FROM THESE WAREHOUSES: BOSTON, BUFFALO, CHICAGO, COLUMBUS, DETROIT, 
KANSAS CITY, LOUISVILLE, MINNEAPOLIS, NEW ORLEANS, NEW YORK, PHILADELPHIA, RICHMOND, ST. LOUIS. SALES OFFICES: ATLANTA, HOUSTON 


GALVANIZED WARE 
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FEATURES 
MEAN 
SALES 


ADVANTAGES 


B&C combine LOW 
PRICE, FULL RANGE OF 
SIZES and HIGH 
STRENGTH DUCTILE 
IRON for profitable qual- 
ity advantages that are 
hard to beat. 


B&C Ductile lron 
CARRIAGE CLAMPS 
















































8 Sizes— 

I to 8" cap. 

I'/," to 4" throat depths 

(1", 2", 3" come in Malleable 
only) 

I", 2", 21/4", 3" are 

Bright Nickel Plate 


B&C Ductile lron 
EXTRA DEEP CLAMPS 





7 Sizes— 

I" to 6" cap. 

3" to 5" throat depths 

@ "Rocking" pads for tight, 
safe clamping. 

@ Vise type handles assure 
easy, positive operation. 
COMPARE B&C CLAMPS FOR 
PRICE and QUALITY. GET 


THE FACTS . . . SEE YOUR 
JOBBER. 







THE 


BRINK & COTTON 


MFG. CO 
33 POLAND STREET + BRIDGEPORT, CONN. 


Convention Calendar 





(Continued ) 


F. Kaelke, P. O. Box 6215, Char- 
lotte 7, N. C. 


Hardware Wholesalers, Inc., 11th An- 
nual Merchandise Show & Stock- 
holders’ Meeting, Oct. 29-31, at 
company warehouse, Nelson Rd., 
Fort Wayne, Ind. 


Hibbard, Spencer, Bartlett & Co. An- 
nual Merchandise Show & Conven- 
tion, Jan. 12-14, at company ware- 
house, 2201 W. Howard St., Evans- 
ton, Ill. 


Intermountain Assn. of Hardware & 
Implement Dealers Convention, Jan. 
19-21. Sessions and hotel headquar- 
ters at Boise Hotel, Boise, Idaho. 
Leon L. Weeks, 308 Continental 
Bank Bldg., Boise, Idaho. 


Janney, Semple, Hill & Co., 22-26 S. 
Second St., Minneapolis 1, Annual 
Retailers’ Conference, Jan. 26-29, 
at Leamington Hotel, Minneapolis. 


Mountain States Hardware & Imple- 
ment Assn. Convention, Jan. 21-23. 
Sessions and hotel headquarters at 
Cosmopolitan Hotel, Denver, Colo. 
Francis W. Reich, P. O. Box 73, 
Boulder, Colo. 


New England Hardware-Housewares 
Show, Feb. 22-24 Hotel headquar- 
ters, Hotel Statler, exhibit at Hotel 
Statler and First Corps of Cadets 
Armory, Boston. Sponsored by New 
England Hardware Dealers Assn., 
Chester C. Putney, secretary, 665 
Boylston St., Boston 16, and House- 
wares Club of New England. 


North Coast Retail Hardware Assn. 
Convention, Feb. 2-4. Hotel head- 
quarters, Hotel Heathman; sessions 
and exhibit at Masonic Temple, 
Portland, Ore. Martin W. Danko, 
Route 12, Box 109, Fife Sq., Ta- 
coma, Wash. 


Northern Wholesale Hardware Co. 
Convention & Merchandise Show, 
Feb. 16-18, at company offices and 
warehouse, 805 N. W. Glisan St., 
Portland 9, Ore. 


Pacific Northwest Hardware & Im- 
plement Assn. Convention, Jan. 26- 
28. Hotel headquarters and sessions 
at Multnomah Hotel, Portland, Ore. 
J. Malcolm Smith, 210 Empire State 
Bldg., Spokane 1. 


Pacific Southwest Hardware Assn. 
Convention, Feb. 18-20. Hotel head- 
quarters and sessions, Hotel La- 
fayette; exhibit at Municipal Au- 
ditorium, Long Beach, Calif. Also 
Hardware Show & Housewares Ex- 
hibit, March 2-4, at Industrial Bldg. 
and State Fair Grounds, Phoenix, 
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Ariz. Otto H. Grigg, 1519 S. Gar- 
field Ave., Los Angeles 22, Calif. 


Pennsylvania & Atlantic Seaboard 
Hardware Assn. Convention, Feb. 
17-19. Hotel headquarters, Penn- 
Harris Hotel; sessions and exhibit 
at State Farm Show Building, Har- 
risburg, Pa. J. Wayne Tisdale, 1616 
Walnut St., Philadelphia 3, Pa. 


Southwest Housewares-Hardware & 
Recreation Market, Sept. 15-19, at 
Adolphus Hotel, Dallas, Tex. Spon- 
sored by Dallas Mfrs. & Whole- 
saler’s Assn., Mark Hannon, execu- 
tive secretary, 1101 Commerce St., 
Dallas. 


Tri-State Hardware & Implement 
Assn. Convention, Feb. 9-11. Hotel 
headquarters, sessions and exhibit 
at Herring Hotel, Amarillo, Texas. 
R. B. Allen, 1408 Fourth Ave., Can- 
yon, Texas. 


Western Retail Implement & Hard- 
ware Assn. Convention, Jan. 6-8. 
Hotel headquarters, Hotel Presi- 
dent; sessions and exhibit at Mu- 
nicipal Auditorium, Kansas City, 
Mo. J. Keith Melvin, 638 W. 39th 
St., Kansas City 11, Mo. 


State Events 


Alabama Retail Hardware Assn. Con- 
vention, Feb. 8-10. Hotel headquar- 
ters, Hotels Whitley and Jefferson 
Davis; sessions and exhibit at State 
Coliseum, Montgomery. Charles 
Giles, 409 N. 23rd St., Birming- 
ham 3. 


Arkansas Retail Hardware Assn. Con- 
vention, Feb. 16-17. Hotel headquar- 
ters, Marion Hotel; sessions and 
exhibit at Robinson Auditorium, 
Little Rock. Tom R. Pinckney, 402 
Rector Bldg., Little Rock. 





HARDWARE HUMOR 
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"Il want a paint brush with a handle 
four feet long. . . . I'm allergic to 
paint.” 



















DURAflex revolutionized 
thresholds...now 1 out of 
every 4 homes being built uses 


DURAflex thresholds! 


VINL 


WEATHERSTRIPPING 


Combines rigid and flexible vinyl for surest sealing known! 


44 . 
: AF 
L 1 r 1 weather! Far superior to any other weatherstripping ever sold! 


DURAflex VINL-STOP Weatherstripping ¢ 
comes with ends coped to fit snugly at corners... eliminates mitering. 
Three simple cuts with a saw fits VINL-STOP to any doorway. Nails in 


place easily with rust-proof nails supplied. Easily fastened to metal jambs 
with ordinary sheet metal screws. Can be painted with most paints, too!* 


DURAflex VINL-STOP Weatherstripping will sell on sight 


from colorful display packages. 

















DURAflex VINL-STOP Weatherstripping combines rigid vinyl 


base with flexible vinyl seal that compresses against door to lock out 

















*Enamels, the new synthetics (Styrene Butadiene Emulsions) such as Glidden Spred-Satin, | 
Gold Bond Velvet, Sherwin-Williams Super Kem-Tone, Mobile Paint’s Coventry. woe Rew 


i SEND COUPON FOR COMPLETE INFORMATION NOW! i 














DURAflex i The DURAfiex Co., Dept. HA-29 *« 3500 N.W. 52nd St., Miami 42, Fia. 
" THRESHOLD Please rush me complete information on 
is a proven sales leader—over |] VINL-STOP Weatherstripping [ | DURAflex Threshold 


1,000,000 installations to date! 
Aluminum base holds vinyl seal that springs 
against bottom of door to keep weather out, heating and 
air-conditioning in! Exclusive vinyl! strips along bottom stop 
water seepage. Sell DURAflex Thresholds, greatest threshold 
improvement in 25 years, for greater profits, faster turnover. 


NAME....... 


CRE sahalesiailianins +++ DUATE....... 


a 

i 

| t 

ADDRESS........ eee: ie | . 
i 

i 


My wholesale distributor is : | | | ote 
Se A EES Se A A CN URE 
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For point-of-purchase 


IMPACT! 

















































HINDLEY 
Salt-Service 


PIC-PAKS 


MORE COMPACT. 
EASIER TO HANDLE! 


Reusable Pic-Paks eliminate the 
clutter and confusion of plastic bags 

. take \% the s . + » Convert 
your non-paying displ play trays into 
neat, profitable Bright Wire Hard- 
ware departments. 


FASTER IDENTIFICATION! 


Colorful, easy-to-see window units 
help customers to select the wire 
hardware item they need .. . promote 
greater impulse buying. 


SAVE TIME... SAVE WORK! 


Ready-packed Pic-Paks eliminate 
counting and sorting . . . save hours 
of time and trouble on inventory and 
stock control. 


COMPLETE ASSORTMENT! 
Everything you need in quality 
bright wire hardware, including 
screw eyes, cup hooks, curtain rod 
hooks, gate hooks, shoulder hooks 
and clothesline hooks. Units may be 
ordered individually or as a complete 
assortment including colorful Mason- 
ite display board. 


ORDER FROM YOUR WHOLESALER 


0 ud 


HINDLEY MANUFACTURING COMPANY 
Valley Falls, Rhode Island 














WIRE HARDWARE - COTTER PINS 
PLUMBING SPECIALTIES 












| 
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(Continued) 


California Retail Hardware Assn. 
Convention, Feb. 9-11. Hotel head- 
quarters. Whitcomb Hotel; sessions 
at hotel and Civic Auditorium; ex- 
hibit at Civic Auditorium, San 
Francisco. Krueger B. Jacobsen, 
122 Ninth St., San Francisco 3. 


Connecticut Hardware Assn. Conven- 
tion, Feb. 5. Hotel headquarters and 
sessions at Hotel Stratfield, Bridge- 
port. Russ Carlson, acting secre- 
tary, c/o Village Hardware Store, 
New Milford, Conn. 


Illinois Retail Hardware Assn. Con- 
vention, Jan. 5-7. Hotel headquar- 
ters and sessions at Pere Marquette 
Hotel; exhibit at State Armory, 
Peoria. William F. Ewert, 1451 
Merchandise Mart, Chicago 54. 


Indiana Retail Hardware Assn. Con- 
vention, Jan. 28-30. Hotel head- 
quarters, Sheraton-Lincoln Hotel; 
sessions and exhibit at Murat 
Temple, Indianapolis. W. J. Sheely, 
1003 N. Meridian St., Indianapolis, 
4. 


Iowa Retail Hardware Assn. Conven- 
tion, Feb. 11-14. Hotel headquar- 
ters, Savery Hotel sessions and ex- 
hibit at Veterans Memorial Audi- 
torium, Des Moines. Philip R. 
Jacobson, 520 W. 35th St., Des 
Moines 12. 


Kentucky Retail Hardware Assn. Con- 
vention, Feb. 4-6. Hotel headquar- 
ters, session and exhibit at Ken- 
tucky Hotel, Louisville. Edward 
Keiley, 501 Republic Bldg., Louis- 
ville 2. 


Louisiana Retail Hardware Assn. Con- 
vention, Jan. 26-27. Hotel head- 
quarters, sessions and exhibit at 
Bellemont Motor Hotel; Baton 
Rouge. David O. Mansfield, P. O. 
Box 1696, Jackson 5, Miss. 


Michigan Retail Hardware Assn. Con- 
vention, Feb. 18-20. Hotel head- 
quarters and sessions at Pantlind 
Hotel; exhibit at Civic Auditorium, 
Grand Rapids. Second Annual Kol- 
lege of Product Knowledge at Pant- 
lind Hotel, Feb. 17. Harold W. Schu- 


macher, 1916 Michigan National 
Tower, Lansing 8. 
Minnesota Retail Hardware Assn. 


Convention, Jan. 6-8. Hotel head- 
quarters, sessions and exhibit at 
Leamington Hotel, Minneapolis. 
C. J. Christopher, 3033 Excelsior 
Blvd., Minneapolis 4. 


Mississippi Retail Hardware Assn. 
Convention, Feb. 23-24. Hotel head- 
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quarters, sessions and exhibit at 
Heidelberg Hotel, Jackson. David 
O. Mansfield, P. O. Box 1696, Jack- 
son 5. 


Missouri Retail Hardware Assn. Con- 
vention, Jan. 21-23. Hotel headquar- 
ters, sessions and exhibit at Hotel 
Chase, St. Louis. Fred H. Boemer, 
2340 Hampton Ave., St. Louis 10. 


Montana Hardware & Implement 
Assn. Convention, Oct. 17-19. Hotel 
headquarters and sessions at Hotel 
Florence, Missoula. Norman 0. 
Blevins, P. O. Box 1152, Helena. 


Nebraska Retail Hardware Assn. Con- 
vention, Feb. 2-4. Hotel headquar- 
ters, Paxton Hotel; sessions and 
exhibit at Civic Auditorium, Omaha. 
Frank Capalino, 325 Insurance 
Bldg., Lincoln 8. 


New York State Retail Hardware 
Assn. Convention, Feb. 3-5. Hotel 
headquarters and sessions at Hotel 
Syracuse; exhibit at Onondaga 
County War Memorial, Syracuse. 
Nicholas H. Kiley, Hills Bldg., Syr- 
acuse 2. 


North Dakota Retail Hardware Assn. 
Convention, Sept. 10-11. Hotel head- 
quarters, sessions and exhibit at 
Graver Hotel, Fargo. Miss E. J. 
McGrann, 54% Broadway, Fargo. 


Ohio Hardware Assn. Convention, 
Feb. 10-12. Hotel headquarters and 
sessions at Cleveland Hotel; exhibit 
at Public Auditorium, Cleveland. 
John B. Conklin, 1540 W. Fifth 
Ave., Columbus. 


Oklahoma Hardware & Implement 
Assn. Convention, Feb. 2-4. Hotel 
headquarters, Skirvin Hotel; ses- 
sions and exhibit at Fair Grounds, 
Oklahoma City. Aaron Gritzmaker, 
512 Midwest Bldg., Oklahoma City. 


Texas Hardware & Implement Assn. 
Convention, Jan. 19-22. Hotel head- 
quarters and sessions at Statler 
Hilton Hotel; exhibit at Memorial 
Auditorium, Dallas. R. M. Souder, 
1108 Gibraltar Life Bldg., Dallas 2. 


Virginia Retail Hardware Assn. Con- 
vention, Feb. 9-11. Hotel headquar- 
ters, sessions and exhibit at Hotel 
Chamberlin, Fort Monroe. G. T. 
Omohundro, Jr., Scottsville. 


Wisconsin Retail Hardware Assn. 
Convention, Feb. 4-6. Hotel head- 
quarters, Hotel Schroeder; sessions 
and exhibit at Auditorium-Arena, 
Milwaukee. H. A. Lewis, Stevens 
Point. 


West Virginia Hardware Assn. Con- 
vention, Feb. 23-25. Hotel head- 
quarters, sessions and exhibit at 
Daniel Boone Hotel, Charleston. 


James C. Fielding, 1628 McClung 
St., Charleston 1. 

































7 Do it, 
STAR'S Bhat 
b me AMERICANA 


| 

CABINET .,. * 
| HARDWARE | KE. 
with NEW 























on NEW DISPLAY _— | i 
Assortment #1300 takes up little space— | \ a -.". EUMER says: 


carries complete stock of 16 doz. items. 
$105.24 retail! Each item “Skinpak’d” on color- 


té ; 
ful card to increase eye appeal, protect finish = 
from handling, and insure positively against e re — : a 


loss of screws, parts, etc. Peels off easily. 


FOR COMPLETE CATALOG & INFORMATION | | 
STAR METAL PRODUCTS Co- a _ i=lelae =a k 


ABOUT ASSORTMENT 271300 write: 
et, Brooklyn 17, N. ¥. | 
370 Butler tree’ | at aa th t’ 
Sold through wholesalers only >. © a S 


Lae ol inat-lalaren 


2 , 





Sede SETS OR 
ga ea ms es > 
ba 

















A sacha deborelinll kit the 
entire family will use. 


It’s fun; it’s easy! Makes dozens of holiday ornaments - 
and ‘decorations, greeting cards, gift wraps, party mate~ 
terials, novelties. Every member of the family will find ™: 
many more uses . . . for birthdays, anniversaries, parties, 
school projects. They’ ll be year-round customers for: - 
this kit. 


Here’s what each attractive 
stand-up package contains : 


¢ 2 “pencil” tubes of Elmer’s GLUE. ‘ALL | 


S aa ca DY ke IVE TS a ner 3 unbreakable, shakertop, plastic vials of brilliant :: 


glitter—3 different colors 


i . sets” Easy-to-follow illustrated directions and sug- 
ORDER NOW! *. gested uses ‘ 
Also, investigate other Dot profit-producing " Borden’ s Holiday Glitter Kits come packed 12 toa case. 
fast i ietiinn etltdiiabie on auink tue There’ s plenty of glitter in each kit. No need to Stock 
astener narawa 


-extra glitter. 
hardware stores. Write: 





(Tap with hammer) 


' = ' 











oc Order now! 


COLUMBIA FASTENER COMPANY iam - ee ee 
3229 5S ASHLAND AVE CHICAGO 8B iL t 


Chemical Division «350 Madison Ave., New York17, N.Y. 


Subsidiary UNITED-CARR FASTENER Corporation 
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WHAT'S NEW 





@ For more information on these products and services 
use free post card on page 63. 


(Continued from page 15° 





and built-in carpet. The Half-n’- 
Half is an 18 x 30 in. rubber mat 
for scraping mud and snow, plus a 
large cemented-in section of mil- 
dew proof carpet. The highly ab- 
sorbent carpet is blue with gray 
rubber mat. Bearfoot Airway Div., 
Bearfoot Sole Co. 


For more data circle No. 14 on postcard, p. 63 


Shield for ornamental iron 


This special plastic shield makes 
ornamental iron installation easier 





and lower in cost. The 1 x % in. 
Plastic-Plug is for installations in 
concrete or masonry. When used 
with the companion cadmium- 
plated screw, the shield provides a 
permanent fastening to masonry 
at 4¢ each. Comes in kits of 100 
shields, 100 screws and a 4 in. 
carboloy tipped drill. Retails at 
$3.95. Tennessee Fabricating Co. 


For more data circle No. 15 on postcard, p. 63 


60 


Duplex flush receptacles 


Here is a duplex flush receptacle 
for faster wiring. The Bakelite body 
has a shallow construction to allow 
additional room for surplus wire 
and joints. The binding screws 
have a larger head, are set wider 
apart and are staked and backed 
out for rapid wiring. The face is 
designed to eliminate dust catching 
grooves. Available in two colors, 





with or without plaster ears. Eagl: 
Electric Mfg. Co. 


For more data circle No. 16 on postcard, p. 63 


Submersible water pumps 

These high pressure, large ca- 
pacity submersible pumps are de- 
signed for 4 in. or larger wells and 
offer capacities up to 1700 gal and 
maximum pumping depth of 1000 
ft. The 3-unit pumps require only 
three simple tools for disassembly. 
Models include 4, %, 1, 1%, 2 and 





3 hp, with 2 models for each hp 
above % hp. A 3-color, 6-page 
catalog is available free. Duro Co. 


For more data circle No. 17 on postcard, p. 63 


Low-priced aluminum levels 


Do-it-yourselfers will be custom- 
ers for these popular-priced alumi- 





num levels featuring two Pyrex 
vials solidly set in shockproof plas- 
tic cases. Exact Handylevel’s come 
in 12, 18 and 24-in. sizes individ- 
ually cartoned. Prices are $2.49, 
$2.69 and $2.98. Exact Level & Tool 
Mfg. Co. 


For more data circle No. 18 on postcard, p. 63 


Modern design floor cleaner 


This floor cleaner with the mod- 
ern styling has two moving combs, 





controlled brush adjustment, indi- 
vidually opening dust pans. Comes 
in blue and gold colors with Viso- 
Top window. EF. Rk. Wagner Mfg. Co. 


For more data circle No. 19 on postcard, p. 63 


Low-priced 12 in. chain saw 
Non-professionals will be custom- 

ers for this quality 12 in. chain saw 

retailing at $165, fob factory. The 
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#3029 “Ever Ready” 
Double-Acting Spring 
Butt Hinges are the 
easiest to apply; no 
hanging strip, only 
thickness of one leaf 
to be mortised into 
door. 




















BOMMER offers you an effective partnership: modern man- 

ufacturing methods coupled with traditional quality crafts- 

manship. C 
Modern manufacturing methods, in partnership with expe- ee 
rienced, quality craftsmanship mean the finest in door hard- if 

ware. Our trademark has been recognized since 1876. Our a oon Oe 
modern plant embodies the newest in manufacturing methods. ai " fh cones 
This combination assures you only the best from BOMMER. 4 


QUALITY Builders’ Hardware is always the most ECO- September 22 fo 25 

NOM 
ren Oy A National Builders 

Always specify a BOMMER Hinge. Hardware Exposition 


Booths 69-70 







































































SPRING HINGE CO IN C©C 


> E 


EXECUTIVE OFFICE AND PLANT: LANDRUM, 5. C 

















Sales Office and Warehouse: 263 Classon Ave., Brooklyn, N. Y. 180 N. Wacker Drive, Chicago, Ill. 


HARDWARE AGE, AUGUST 29, 1957 





WHAT'S NEW 











MAC 35 has a diaphragm carbure- 
tor, an automatic rewind starter, 
and operates at full power in any 
position. The 19 lb saw comes in 
16 and 20 in. sizes at slightly 
higher prices. A full line of acces- 
sories are available with the saw. 
McCulloch Motors Corp. 


For more data circle No. 20 on postcard, p. 63 


Large swimming duck decoy 


Duck hunters will be customers 
for this battery operated swim- 
ming duck decoy. The oversized 
Mallard Drake decoy swims by foot 
action powered by two flashlight 





It has 
and a Styrofoam plastic body. Wil- 
liam H. Jones Co. 


batteries. a swivel head 


For more data circle No. 21 on postcard, p. 63 


Steel alloy trash burner 


This trash burner has a new 
draft design which completely en- 
closes the combustion chamber so 


62 


as to nearly eliminate flying 
sparks, ashes and debris. It is made 
of a steel base metal which has 
been dipped into aluminum and 
alloyed with it. The result is a 
metallic coating which will with- 





1250 


heat damage up to 
The burner has over a 
two bushel capacity and nests for 


stand 
degrees. 
General 


shipping and_e storage. 


Metalware Co. 


For more data circle No. 22 on postcard, p. 63 


Metalic luster gift tapes 


Red, green, blue, and gold will be 
the featured colors in this line of 
gift tapes. All four of these Texcel 
tapes will have a metallic look. For 
the Christmas promotion, they will 
be offered in a family tape assort- 
ment package. Permacel Tape Corp. 


For more data circle No. 23 on postcard, p. 63 


Small self-priming jet pump 


This jet pump is small enough to 
be held in one hand. The Mijet is 











self-priming and can pump in ex- 
cess of 450 gal of water per hour. 
It can be mounted on a regular 
base plate with a motor or engine 
and is easily portable to any loca- 
tion. Jacuzzi Bros., Inc. 


For more data circle No. 24 on postcard, p. 63 


Plastic matting in 8 colors 
Here is a plastic matting avail- 


able in eight colors to meet the 
need of carpet, floor, or other sur- 
face protection. 
car matting, drain board covers, 
table place mats and shelf linings. 
This waterproof plastic is easily 
cleaned with a damp cloth. Avail- 


It can be used as 


able by the foot in a choice of 








widths or in pre-packaged 3, 6 and 
9 ft lengths. Pantasote Co. 


For more data circle No. 25 on postcard, p. 63 


Automobile trailer coupler 


A cam design that eliminates 
knob turning and a special safety 





are features of this malleable iron 
trailer coupler. The Big Boy is 
ideal for small farm implements 
and most types of trailers. The ball 

(Continued on page 66) 
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use this FREE 








Be sure to write name 
and address on post card. 


Please use this P. O. 
Box Address for Quick 
Check Cards Only 
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CHECK CARD 


AN EXTRA 
HARDWARE AGE SERVICE 


A successful hardware dealer keeps up to date on 
What's New in merchandise. The Quick Check 
Card on the bottom of this page will help you get 
more information on new products described in this 
issue, quickly and easily. HARDWARE AGE brings 
you more new product descriptions than any other 
magazine. The Quick Check Card service will now 
get you all the information you need, quickly. 





































FIRST CLASS 
PERMIT NO. 36 
(Sec. 34.9 P.L.&R.) 
New York, N. Y. 








BUSINESS REPLY CARD 


No postage necessary if mailed in the United States 





POSTAGE WiLL BE PAID 8BY 


HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 


‘ 
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Postcard valid 8 weeks only. After that use own letterhead fully describing item wanted. 8/29/57 


Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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under the individual item description. 


Drop the post card in the mail box. No postage is needed. You will 
quickly receive, free, complete details on the product from the manufac- 
turer. You may ircle as many items as you wish. Separate information 


will be sent you on each item. 


Be sure to give your full name and address on the post card. Print or type 
it clearly. We cannot service post cards with incomplete addresses. 





Here is Your Quick Check Card 


What it is... How it works 


Each issue brings you dozens of descriptions of new products, new dis- 
plays, etc., in the “What's New" columns. You get more of these in 
HARDWARE AGE than in any other magazine. 


When you want more free information on any of these products, simply 
mark a circle around the same number on the post card as appears 
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WHAT'S NEW 





®@ For more information on these products and services 


use free post card on page 63. 


(Continued from page 62) 


and coupler handle gross loads to 
2000 lb. Coupler balls are available 
separately in aluminum painted or 
chrome plated finish. Big Boy Co. 


Fer more data circle No. 26 on postcard, p. 63 


Skin-packaged tableware 


You can build impulse sales of 
tableware with this line of high 





quality stainless, skin packed on 
multi-colored cards. The complete 
line is available in nine merchan- 
dise units. Each is designed as in- 
dividual unit and is geared toward 
completion of sets. All cards are 
prepriced and have a selling mes- 
sage. Scientific Silver Service 
Corp. 


For more data circle No. 27 on postcard, p. 63 


Taree mist spray can odors 


These three fragrant mist sprays 
in aerosol containers have many 





possible uses. The Lady Lavender is 
for closet and room use as well as 
bureau draws. The Pine mist is 
for bedroom, bath, and kitchen. 
Cedar is for use in closets, chest 
of drawers and wardrobes. Moths 
do not like it. All three are in 6 
oz cans and retail at 98¢. Krylon, 
Ine. 


For more data circle No. 28 on postcard, p. 63 


Chenille and diamond mats 


Tred-Well Deluxe Chenille mats 
and Diamond mats for in or out- 
doors feature a top nap buffed sur- 
face and an inner construction of 
rust resistant spring steel wire. 
3oth types do not accumulate water 
or odors. Diamond mats come in 





sizes from 14 x 21 in. to 24 x 36 in. 
Chenille mats come in sizes 16 x 25 
in., 20 x 31 in., and 22 x 36 in. 
Quality Products Mfg. Co. 


For more data circle No. 29 on postcard, p. 63 


High speed power bits 

These steel power bits, for use 
in electric drills and drill presses, 
fit 44 in. and larger power drill 
chucks. The bits feature high heat 
resistance and bore clean holes in 
wood, plastics and plywood. They 
come in six sizes from *% to 1 in. 
attached to a card. Priced at $1.05 
to $1.40. A power bit extension is 


silicone 
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also available as a companion tool 
to the bits. It adds 12 in. to the 
drilling reach. Two extensions can 
be connected for use. Sells for 
$1.98. Stanley Tools Div., Stanley 
Works. 


For more data circle No. 30 on postcard, p. 63 


Silicone base waterproofer 
Here is a masonry paint which 


provides lasting one-coat protection 
against water penetration and 


moisture damage. It is Bondex 
waterproofing, a clear 
liquid which does not change the 


general appearance of the surface 


it covers. This coating waterproofs 
above-grade masonry surfaces as 
well as gives protection against 
powdering, streaking and staining, 
freeze and thaw cycles, spalling 





and rotting. Available in quarts, 
gallons, and drums. Reardon Co. 


For more data circle No. 31 on postcard, p. 63 


Large rectangular fuel can 


This fuel can is designed to fit 
easily between garage 2 x 4s, or in 
tight places in car or boat. The 24% 
gal capacity, flexible pour spout, 
and easy access air vent make it 









Now! Three whole new shop tools for the cost 


b WILTON 
TRIPLE DUTY VISES 


A PROFESSIONAL QUALITY TOOL WITH ALL THE FEATURES DO-IT-YOURSELFERS WANT! 


-_ - ‘ 
oe j 
"Sa 
= ~\ 


ITS A WOODWORKER'S VISE! IT'S A METAL WORKING VISE! IT'S A PIPE VISE! 


It has fiberboard jaw inserts that It has superstrong, serrated hardened It has heavy duty pipe jaws for 
clamp wood without a mar or scratch! _ steel jaws that bite like a bear! Has clamping pipe, rods, all round 
RAPID ACTING, TOO! Slides open or a BIGGER ANVIL AND MORE JAW objects! SWIVEL BASE, 200° RO- 
shut, tightens a full revolution or more. DEPTH! TATION! 


* SIX MODELS! 3 continuous screw type, and 3 with rapid action 
* BEAUTIFUL GIFT BOXES! 312" models (both continuous and rapid acting 
types) are beautifully gift boxed at no extra cost! 
* PRICES START AT $11.90 


Wilton Rapid Titan 3-Way looks years ahead, and it is! ! 
Start selling it now, with this compelling display! Mail the Coupon Today for Complete Information: 


This handsome, solid wood display, painted in Wilton Tool Mfg. Co., Inc., Schiller Park, Illinois 


bright enamel, positions the Rapid Titan 3-way ; : : 
lor maximem vielblilty end easy sell-demonsire- Gentlemen: Please send me literature and prices of 


tion. The eye catching sign tells the whole sales the Wilton Rapid Titan 3-Way home workshop vise. 
story at a glance! 
Name 


Store 
Address 


WILTON TOOL MFG. CO., INC. Schiller Park, Ill. sn Zone__State _ 


—=— = oo oe oe oe ee oe ee ee ee ee ee ee es es es ee ee ee es ee es 
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NEW 


A Steel Wool Line for 
Quick-Service Display 


Le ies 
cod > : 
dl O<GELF 


STEEL WOOL PADS 


« > Soaet sabe 
oc i J 


O OURSELF 
STEEL WOOL PADS 


— 


DO-IT-YOURSELF 
ASSORTMENT 


Six large pads (2 fine, 2 medium, 
2 coarse) in one package! Only 
pack of its kind in the field! Ties 
in with the ‘‘do-it-yourself"’ sales 
boom. Holds the right grade wool 
for any job —an easy sale! 


16 FOLD-OVER PADS 
Packed ‘back-to-back’— display in 
¥, the space of ordinary packages! 
A 16-pad package on a shelf- 
frontage of only 7%, ! Sells itself 
when displayed with brand name 
toward aisle! Grades 0000 to 3. 


ALSO AVAILABLE IN POUND ROLLS 


STEEL WOOL 


ORDER FROM YOUR JOBBER 
or write CLEANSER PRODUCTS 
A Division of the $.0.S. Company 
7123 West 65th St., Chicago 38, Ill. 
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WHAT'S NEW 





@ For more information on these products and services 
use free post card on page 63. 


useful to people who want an extra 
large reserve of fuel on hand for 
their power mowers, outboard mo- 
tors or chain saws. Jacobsen Mfg. 
Co. 


For more data circle No. 32 on postcard, p. 63 


Versatile wiring plier 


This plier is designed to speed 
up wiring where the cut, hook or 
crimp method is employed. The 
Shear blade is removable and cuts 
hard or dead soft wire cleanly. Fur- 
nished standard with self-opening 


coil spring and 1/16 in. dia point. 
Mathias Klein & Sons. 


For more data circle No. 33 on postcard, p. 63 


Musical toy for tiny tots 
Pre-school youngsters will want 

this musical toy featuring Mickey 

Mouse. Bells ring when the color- 


ful pedals are hit with the mallet. 
Tap-a-Tune is on a sturdy circus 
style stand made of wood and 
brass. A song book with colored 
notes makes playing easy. Sells for 
$4. Emenee Industries, Inc. 


For more data circle No. 34 on postcard, p. 63 


Two bake pans, one cover 

These Bake ’N Take Twins are 
the latest addition to the Alumode 
Bake ’N Take line of covered pans. 
Two loaf pans lock together by a 


single sliding cover. Handy for 
picnics and buffets or for baking 
purposes. The cover can be used 
as a cooky sheet. Sells for $1.98. 
Aluminum Specialty Co. 


For more data circle No. 35 on postcard, p. 63 


Fresh or salt water reel 


Here is a lightweight fishing 
ree] which can be used in fresh or 
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BASKETS! 


BRUSH HOLDE 











HAMPERS! 


ISSUE HOLDERS! 


VANITIES! 


a pe ane 








THE ONLY RESOURCE FOR SCALE AND HAMPER ENSEMBLES 


From placing the order to making the sale—Detecto 
simplifies your bathroom accessory business! 


One-Way Ensemble Selling—Detecto gives you 
a direct route to larger unit sales! You show color- 
coordinated Detecto ensembles as a group...and 
you sell them as a group. And you sell easier, faster 
because Detecto is one of America’s best-known 
brand names. 


One-Brand Inventory — Detecto eliminates mul- 
tiple brands, complicated record-keeping—minimizes 
inventory problems! 


HARDWARE AGE, AUGUST 29, 1957 


Today, dealers everywhere are tightening their lines, 
reducing inventories and increasing their sales—and 
they’re doing it with Detecto. Make Detecto your one 
and only resource for scale and hamper ensembles. 


One Word 
Sales Talk 





Detecto Scales, inc., 540 Park Ave., Brooklyn 5,N.Y.+* Since 1900 
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COMET LANTERNS 


For the Rp A D 
WEATHER 
AHEAD... 


Prepare now to supply your cus- 
tomers with Dietz Comet Kerosene 
Lanterns — before lashing, destructive 
storms tear down power lines and 
blow fuses. 


They ll appreciate your thoughtful- 
ness ... and you realize a full, quick 
profit. 


The Comet burns steadily in high 
winds and drenching rain. Safe... 
goes out immediately if tipped over. 
Write for information about dealer 
helps and display material, or call 
your distributor. 


er rm 


DIETZ COMET 
Kerosene Lantern 


Ideal emergency light . . . stays lit 
12 hours on single filling . . . spreads 
light over entire room 


DIETZ 
ODORLESS 
LANTERN 
FUFL 


Fine quality fuel for use in Dietz 
Comet Lanterns. Also for igniting 
charcoal, fireplaces, etc. Burns with 
a bright clear flame. No storage haz- 
ards. In 16-o0z. cans. Makes a 
“package deal” with lantern. 


COMPANY 


108 Leavenworth Ave., Syracuse, N, ¥. 








WHAT’S NEW 


@ For more information 
on these products and 
services use free post 
card on page 63. 





salt water and is priced at $3. The 
Sea Hawk No. 77 is for children, 
beginners, Or as a spare reel. Al! 
exposed parts are corrosion-re- 
sistant solid brass, nickel plated. 
Side plates are plastic. It can be 
used right or left handed. Capacity, 
190 yd of No. 6 linen line. Penn 
Fishing Tackle Co. 


For more data circle No. 36 on postcard, p. 63 


Rectangular roasting pan 
This rectangular open roaster is 
made of blue porcelain enameled 


steel. It is 1634 x 12 x 2, in. Its 
finish is easy to clean. Unit No. 40 
has a rim on all four sides to make 
lifting easier. This roaster comes 
with an eye-catching label which 
has a recipe on it and an area for 
price marking. Fletcher Enamel 
Co. 


For more data circle No. 37 on postcard, p. 63 


AM-FM dual speaker radio 

This AM-FM dual speaker radio 
tops a new line of GE Musaphonic 
table and clock-radios. Model T- 
120 features top tone qualities 
through special speaker mounts. 
It is styled in mocha and beige, 
has automatic FM frequency con- 
trol, separate AM and FM an- 
tennas, 8 tubes, phono jack and 
output jack. Sells for $75. Other 
table radios and clock-radios in the 
new line range in price from 
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THOUSANDS OF 
DEALERS HAVE 
PROFITED FROM THIS 


3 JT | 400% 


SALES INCREASE 
IN 2 YEARS! 


In two short years, Ames sales on stepstools, carts, tables 
and juvenile furniture have shown an increase of an out- 
standing 400%. This amazing growth is simply a story of 
grace, styling and value backed by consistent and forceful 
advertising integrated with sound proven promotional 


methods. Drop in today to see the line that has taken the 
market by storm. 








AMES is now backed by the name magic 
of Mrs. Arthur Murray and Mrs. Alan Ladd 


A tremendous “Big Name’’ promotion this Fall will 
feature Mrs. Murray and Mrs. Ladd giving endorsement 
to the Ames line in national and newspaper advertising, 
promotional materials, point-of-sale pieces, and displays. 
This campaign will promote real sales excitement and 
keep that sales curve going up, up and up! 





) f, P ih fy) nl) (4 
(Sieh Led fh he Wl, Vhaasdoag 
Mrs, ALAN LADD Seen on “Arthur Murray 
‘ Television Show” 











WU 


Ames-Maid is on permanent display at Space 14-104 
Merchandise Mart. Ames also manufactures the famous line 
of Ames garden tools and shovels, and the popular new line 
of Ames Aire casual furniture. 


©. AMES co. Parkersburg, West Virginia 
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WHAT'S NEW 











@ For more information on these products and services 


use free post card on page 63. 





$29.95 to $49.95. General Electric 
Co. 


For more data circle No. 38 on postcard, p. 63 


Early American thermometer 
Folks interested in antiques will 

be customers for this dial ther- 

mometer in an Early American de- 





in authentic 


piece, 
Colonial hand carved style, has a 
mellow glow of old brass. Accurate- 
ly records temperatures from 0 to 
120 deg. Retails for $2. Spring- 
field Instrument Co. 


sign. The 


For more data circle No. 39 on postcard, p. 63 


Drill line and bonus offer 


Here is a new line of twist drills 
in sizes from 1/16 to % in. The 
Molly steel drills are all in regular 
jobbers length. A bonus drill offer. 
will help promote the new line. Two 


72 


drills are packed in a clear package 
marked with the price of both 
drills. The consumer gets one dril] 
at regular price and the other for 
as little as 2¢. Profit margin re- 
mains the same as on other Con- 





drills. 


tinental Continental Drill 
Corp. 


For more data circle No. 40 on postcard, p. 63 


Combined door chime-clock 


Chime-Time is a combination 
door chime and clock with modern 
design and color combinations for 
the den or kitchen. Comes in cop- 
per finish with white or copper fin- 
ish with black. The 9% in. diam- 
eter clock is self-starting and 
the chime mechanism sounds two 
notes for the front door and one 






























note for the back door. Retails for 
$22.50. Rittenhouse Co., Inc. 


For more data circle No. 41 on postcard, p. 63 








Pipe freeze protector kit 


Here is a freeze protection kit 
for exposed water pipes and cattle 





trough hydrants that is fully auto- 
matic. The unit has a built-in 
thermostat that cuts electricity 
costs and operates on AC or DC 
110 or 120 volt. The Easy-Heat 
Automatic Heat Tape Kit has an 
extra roll of weatherproof outer 
wrap and friction tape. Kits come 
in five sizes for pipe lengths of 3 
to 24 ft. Wellcraft Products Co., 
Ine. 


For more data circle No. 42 on postcard, p. 63 


Beverage glasses in color 


These golden colored glasses have 
been added to the Libbey glass- 





ware line. Golden Tempo comes in 
three sizes, 6, 12 and 16 oz. They 
come packed eight of a size in a 
colorful gift carton to retail at 
about $2.30 per set. Libbey Glass 
Div., Owens-Illinois. 


For more data circle No. 43 on postcard, p. 63 






Foam plastic broom head 


This is the Master-Matic mag- 
netic foam broom. To ease and 
quicken cleaning, the head of this 
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what an opportunity! 


REGINA 



























With the Regina Polisher and Regina Electrikbroom, retail- 
ers have a selling story and unique selling features that can’t 
be equalled anywhere in appliances! 

And Regina’s telling and selling its powerful story to 
millions of consumers this fall in smashing, big-space color 
ads. Already—special July and August ads in the bride and 
building magazines are priming fall sales. Right after Labor 
Day, the campaign moves into high gear, continues through 
October into the Christmas selling season with 26 ads 
in 17 magazines! 

With action like this, now’s the time to start planning your 
own tie-in ads, promotions, store windows, displays, mailings 
... for a first claim on the big Regina business awaiting you! 


17 TOP MAGAZINES SELLING REGINA FOR YOU! 
LOOK EBONY ‘ 


WANN ES 
Twin-BRUSN 





POLISHER and SCRUBBER 


McCALL’S NEW HOMES GUIDE 

LADIES’ HOME JOURNAL HOME MODERNIZING ©} America’s first, best, most widely-used polisher—with the most power- 
ful sales story in polishers today! Regina is the ultra-modern way to 

BETTER HOMES & GARDENS HOUSE & GARDEN'S beautiful floors...and your customers know it! 


AMERICAN HOME Seg BUILDING 
IS AUTIFUL’S ere 
ppsct ct Be fepesian BUILDING MANUAL Cleclitkhroom 


ee ee ee ee BRIDE & HOME No other vacuum cleaner like it 
in the world! That’s why no other 
vacuum cleaner sells so fast, so 
easy as Electrikbroom. Used 
daily in thousands of homes, 


HOUSE & GARDEN BRIDE’S MAGAZINE 
SUNSET MODERN BRIDE 
hotels, motels. 





FLASH! THE REGINA CORP., Rahway 67, New Jersey 


I am interested in the...... Model TS Polisher and Scrubber 
Regina Model A 16-inch 


‘cststsmmablectrikbroom......Model A Floor Machine 
Twin-Brush Floor Machine 


Please send me: 
....Name and address of distributor for my territory 
Backed by full-page advertising 
in 5 institutional publications this Fall... 


REGINA dealer helps 
STORE NAME 
with circulation over 200,000. 





ADDRESS 








CITy ZONE... STATE 
In Canada: Switson Industries, Ltd., Welland, Ontario 
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WHAT'S NEW 














lint and 


dust, 
The polyurathane head can 
also be used as a wet mop, which 
can be removed for replacement or 
washing. Broom handles are black 
and the heads come in a variety of 


item attracts dirt, 
hair. 


pastels. Retail 79¢. Master Mfg. 
Co. 


For more data circle No. 44 on postcard, p. 63 


Hose sprinkler on reel 

Winding, unwinding, and storage 
are made simpler with this reel. 
The sprinklers are made of vinyl] 
and come in 25 and 50 ft lengths, 
both on reels. The reel is pegged 
into the ground and is free to ro- 
tate for either winding or unwind- 
ing. The package deal includes a 
sprinkler hose, a reel and a five- 












An 
LER 


one —_— 
menccemn «* . 
~~ ~ 


-_— oem Ove 
xen ee 





ne nee: 
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SUPPLEX 


\ 
\ 


i» 


color display card for greater sales 
appeal. Supplex Co., Div. Amerace 
Corp. 


For more data circle No. 45 on postcard, p. 63 
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® For more information on these products and services 
use free post card on page 63. 


Carved pine door panels 

Ponderosa pine is used in these 
carved door panels. They come in 
diamond shapes and in 8, 12, 14 
and 16 in. squares. These panels 
are easily applied to any surface 
with glue, nails, or screws. The 
wood has been factory treated with 





a preservative for protection 
against normal weather conditions. 
Ridge Door Co. 


For more data circle No. 46 on postcard, p. 63 


12 gauge shotgun shells 

Sportsmen will be customers for 
these new 12-gauge 3-in. Mangnum 
shotshells. Each is loaded with 
1“, oz of BB, 2 or 4 shot. The 
shells are designed to give a more 
effective pattern for long range 
wildfow] shooting. They were made 
specifically for the winchester 
model 12, model 21 and other heavy 
shotguns. Olin Mathieson Chemical 
Corp. 


For more data circle No. 47 on postcard, p. 63 


Pocket butane lighter line 


A line of butane pocket lighters 
is distributed by this company. The 
Varaflame features Butron fuel in- 
jection, and can be filled at any 
time, even when the lighter is not 
empty. The odorless gas flame re- 
quires no wick or cotton and can 
have its height regulated by turn- 










ing a small adjustment’ wheel. 
Lighter comes in several finishes. 
Ronson Corp. 


For more data circle No. 48 on postcard, p. 63 


Engine transfer table 

Model train hobbyists will go for 
this operating replica of modern 
railroading’s answer to the old 
turntable. The engine is rolled on 
the motorized transfer table which 
moves it to a parallel track. Any 
number of table extensions can be 
used. An airplane carrying flat car 





also 


with 
available. Lionel Corp. 


For more data circle No. 49 on postcard, p. 63 


complete airplane is 


Floor-care appliance 


Housewives will want this floor- 
care machine that dry cleans, ap- 
plies wax, polishes, scrubs with 
soap and water and dry cleans rugs. 
Basically it is a polisher with spe- 
cial brushes available for the other 
jobs. The basic appliance with 
convertible, polishing brush and 
three buffing pads sells for $49.95. 
Rug cleaning kit, including attach- 
ment and four cans of cleaner, sells 
for $13.95. A polishing and scrub- 


(Continued on page 78) 
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Hot Seller 


Versatile plastic with 1001 sales-building uses! 


Terrific suggestion-seller for carpet protectors, floor runners, beach 
throws, and other business-boosting uses . . . indoors and out! Trims to 
any size with ordinary scissors. Cleans in seconds with the whisk of a 
damp cloth. Order from your wholesaler today! 


IN TAKE-HOME PKG.: 12 or 24 to each display carton, size ea. 6’ x 30”, 
retail ea. $1.98. IN ROLL GOODS: 50 or 100 ft. rolls — 30 in. wide. 











Floor Runner Shelf Liners All Table Surfaces 


CONTACT YOUR WHOLESALER NOW! 


a 


GERING PRODUCTS, INC., Kenilworth, N.J. 
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NEW! SAFE-D-GRIP SURFACE has thousands of 
tiny diamond-shaped grippers to prevent slipping 


and to keep Tidy-Mat flat. Now 20% heavier, too! 


NEW! CHOICE OF TAKE-HOME PACKAGE OR ROLL GOODS selis 


customer right from display carton or right from free rack! 


NEW! GOOD HOUSEKEEPING ADVERTISING TO OVER 11 MILLION 





pre-sells thousands of shoppers right in your sales area! 


NEW! FREE DISPLAY RACK FOR ROLL GOODS is 
yours with first order of any combination of 50 


ft. and/or 100 ft. rolls that total a minimum of 
300 ft. 





FREE SALES AIDS including consumer folders, ad mat service 
and streamers! 









Modern metallurgy and ballistic science have teamed up to 
turn out the finest autoloading shotgun ever built for the 
upland shooter—the revolutionary Model 50 Featherweight! 
Weighing less than seven pounds in 12 gauge, the Model 50 
Featherweight uses the same simple, trouble-free action that 
changed the whole concept of autoloading design when it 
was introduced in 1954 in the Standardweight version. The 
superb Model 50 Featherweight gains its light weight through 
the use of new, light Alumalloy for the receiver. A pleasure 
to carry, a natural pointer if ever there was one, the Model 50 
Featherweight combines the lightness demanded by upland 
gunners with longevity that rivals any all-steel gun. Go to 
your dealer and ask to see the Model 50 Featherweight, the 
perfect choice for a man or woman who wants to carry a 
light gun and still shoot all loads with complete comfort. 
Now available in 12 gauge. 


76 


WINCH | 


TRADEMARK 





There are many shooters who prefer a slightly heavier gun to 
steady their swing, particularly for the more deliberate gun 
pointing done at waterfowl. For these shooters, Winchester 
provides the superb, all-steel Model 50 Standardweight, the 
perfect companion to the new Featherweight. Announced in 
1954, the Standardweight racked up a solid success record 
under some of the toughest shooting conditions possible. 
First autoloading shotgun with a fixed, non-recoiling barrel, 
the Model 50 eliminated the uncomfortable “double-shuffle” 
found in other autoloaders and did away with the unsight- 
liness and compromise previously a part of automatic shotgun 
design. Now incorporating new engineering modifications, a 
Model 50 Standardweight and the new 234” magnum shot- 
shells form the most successful combination for wildfow] 
shooting yet devised. Available in 12 gauge—20 gauge ideal 
for women and younger duck hunters. 
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FEATHERWEIGHT $144.95 


MODEL 


STANDARDWEIGHT $134.45 


companion to the famous S7/AWDAROWE/GHT 


This ae / Now good supplies of TWO great Model 50’s let 
D vs: MAK. you meet the different needs of individual customers: PLUS 
fae "amma RSE A Ry“ ogee 


complete selling support to win you maximum sales. 


karmert 


ie Progressive The biggest, most thorough advertising campaign ever 
put behind a single shotgun model will tell customers 
about their new weight choice in the Model 50—the 
Standardweight for general use, Featherweight for bird 
hunters. Millions of shooters will read about it in their 
favorite general, sports and farm magazines. They'll 
want to see the Model 50 in both weights! 












































A complete 1]1-piece sales and r ~ Use the Winchester Time Pay- 
promotion kit filled with eye- WINCHESTER 4 ment Plan to close more sales 
— — ~~ will FIREARMS mney von ean s 
elp you sell more. Makes it urn down a Standardweig 
easier to explain the difference \ TIME for only $13.45 down*,‘or a 
between the two weights. For AYMENT oe ae for only — 
: Soe Rainn 7 down*? Up to 21 months to 
yours, write to our Sales Pro E PLAN er £ fuer 
motion Department. . Kein . = pay. If you haven't signed up 


yet, write us for details. 


*Prices subject to change without notice. 


WINCHESTER-WESTERN DIVISION + OLIN MATHIESON CHEMICAL CORPORATION, NEW HAVEN 4, CONNECTICUT 
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BWHAT’S NEW 


® For more information 
on these products and 
services use free post 
card on page 63. 





(Continued from page 74) 


eld> (yam fell 1 a | 
CLEAN, BRITE-PLATED 


; 





Hex Nuts. 





bing kit of a scrubbing brush, 10 
applying and buffing pads, pint of 
Beautiflor and a pint of Kleen 
‘ Floor retails at $4.95. S. C. John- 
Machine | Yi | son & Son, Inc. 

Bolts a 4 : bbb oT ) | | ) | For more data circle No. 50 on postcard, p. 63 


Cap Screws... 


Carriage bien, Sa | Air conditioner cover 
Bolts... AAD, = ee, This room air conditioner cover 
, Sy = is made of 12-gage vinyl, and re- 
mains pliable in temperature to 20 
deg below zero. The cover fits all 
makes and models snugly covering 
all vents to prevent drafts. A dis- 
_ play is available to demonstrate the 





Stove 
Bolts ... . 





In Small. Convenient Quantities Thousands of hardware dealers are 
: today selling their bolts, nuts and 


| 
| 
TO REFILL LAMSON screws in the clean, handy and con- | 
venient way—by displaying them | 

BOLT TRAYS 


in custom-made LAMSON BOLT 
TRAYS and DISPLAY STANDS. | 
Serve you | 
s parrs wuts ‘s 


i 





This is “self-service” at its best— 
giving low selling cost and maxi- 
mum profit. 

But the ultimate in convenience is 
the ease with which dealers can re- 
order stock packaged as few as 10 
pieces to the carton. 

Write for packaged quantities and 
prices, or call your Lamson distribu- 
tor and he’ll send you what you need. 
























Carriage Bolts Large Machine Bolts 


” ” ” ” ” ” ” ” ' ] - j Ns . S 
"y1" tere’ nd "11" te Yo" 6 cover in use and to store a stock of 





Small Machine Bolts Cap Screws | COVErS inside. Bogene Inc. 
ASSORTMENTS and SIZE RANGES Ye" 41” to %e" x 4” Me" ye” to %2" 42” For more data circle No. 51 on postcard, p. 63 
for Lamson Bolt Tray Replacement Fasteners Stove Bolts—Rd. or Flat Hd. Hex Nuts 
He" x we" tao“’x2'r” Ve" to Yo” tap 






Grass edger and trimmer 

Klipit E-Z combination grass 
edger and trimmer cuts grass with 
a slight pushdown on the handle. 
TT nee ——————_, | it uses the vertical edge principle 


| 


| of scissors to make grass cutting 
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easier. The 34 in. unit makes a 7% 
in. cut and reopens automatically. 


Lists at $5.95. Dornor Industries. 


For more data circle No. 52 on postcard, p. 63 


Decorative candle line 

Here is the Candleart line of dec- 
orative candles for Christmas sales. 
The Mistletoe Couple, illustrated, 
is a design with an appearance be- 
tween mural art and _ bas-relief 





sculpture. 
retails for 
Candles. 


This candle, No. 344, 
about $2.75. Emkay 


For more data circle No. 53 on postcard, p. 63 


Hard-rubber pheasant call 
Hunters will be customers for 
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this pheasant caller. It is made of 
hard rubber and is Model 0-32 Reg- 
ular Pheasant Call. It will not 
change tone or pitch in_ bad 
weather. This is one of 21 bird 
and game calls put out by the com- 
pany. Retail for pheasant call, 
$2.75. Philip S. Olt Co. 


For more data circle No. 54 on postcard, p. 63 


Electric rotisserie-broiler 


This automatic electric rotis- 
serie broiler has been added to the 





Nesco line. Its removable motor- 
driven spit turns a 15-lb turkey or 
20-lb roast behind the removable 
clear glass door that locks shut 
for storage or partly open for 
cooking. The $89.95 item has an 
automatic pushbutton control cen- 
ter and clock-timer. Nesco Indus- 
tries, Ine. 


For more data circle No. 55 on postcard, p. 63 


(Resume reading on page 16) 


TO HELP YOU SELL 


New Displays and Other 
Dealer Sales Helps 








(Continued from page 16) 


in the line from your stock or as 


ordered with it. This free display | 
can be used on the counter or per- | 


forated paneling. Champion De- 
Arment Tool Co. 


For more data circle No. 56 on postcard, p. 63 


Compact door chime display 


Here is a door chime display 
featuring natural wood cases. The 
unit allows the customer to operate 
each of three signals. This display 
is powered by batteries, thus 





MD The DRILL YOU WANT! 











— 


Hy GoONA SAFARI..[0 











S_ 2 
TINO hwy OLD 
\ aa > oe < W 

\ bs DRILLS 














Easter with 


STIMULATES IMPULSE BUYING 
KEEPS RIGHT SIZE IN RIGHT PLACE 
MAKES INVENTORYING EASY 


CONTACT YOUR JOBBER OR — 


HENRY L. HANSON COMPANY 


24 UNION ST. WORCESTER, MASS. 
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TO HELP YOU SELL 








@ For more information on these products and services 
use free post card on page 63. 





re . . 
Lm ey 
Pete st 
SOREN > Kocm a COOP 6. Herne 
ne 


eliminating power cords. These 
Sylvan chime sets operate on any 
door bell transformer and retail 
for $11.95. Edwards Co. 


For more data circle No. 57 on postcard, p. 63 


Two point of sale displays 


The Pilgrim oil lamp and the 
Chapel Light can be seen from two 





sides and are completely packaged 
in their individual displays. The 
7 in. high lamp comes in brass or 
copper and burns nine hours per 
filling. Retails at $1.98. The 
Chapel Light is solid brass, with 
ruby glass tumbler and 15 hour 
candle for 98¢. Plume & Atwood 
Mfg. Co. 


For more data circle No. 58 on postcard, p. 63 


Cabinet hardware displays 


Here are two attractive space- 
saving displays showing the Futura 


80 


lines of cabinet hardware. Cabi- 
net door and drawer knobs, pulls, 
backplates and hinges are shown 
in all available finishes. Price in- 
formation is on the back of the 
displays. One board is finished in 
natural wood and the other is in 





two shades of gray. Penn-Akron 
Hardware Corp. 


For more data circle No. 59 on postcard, p. 63 


Aluminum hooks display 


Customers will be attracted by 
this display of chromium plated 
aluminum household hooks. The 
display, including five hooks worth 
$1.40, comes free of charge with 
the purchase of one or two dozen 
hooks that come inside the display 
package. Quantity depends on hook 
style. Hooks are _ individually 


HOOKS op 


Syn 





packed with screws in polyethylene. 
Safe Padlock and Hardware Co. 


For more data circle No. 60 on postcard, p. 63 





Compact sprayer display 


Here is a compact window or 
counter display for Speedy paint 


Speed Vora ‘ er 





sprayers. The display is 12 x 18 
in. and 22 in. high. It is made with 
aluminum tubing and has a perma- 
ment, composition board base and 
sign. Available through two deals 
which include one or two units. 
Each unit has compressor, spray 
gun, air hose, belt pulley, nozzles 
and tire chuck. W. R. Brown Corp. 


For more data circle No. 61 on postcard, p. 63 


Aluminum bakeware display 


Housewives will be attracted by 
this colorful display for Ekco Brite 





aluminum bakeware. The compact 
cardboard display holds 12 doz of 
the most popular bakeware pieces 
and occupies only 2 sq ft of space. 
The bakeware features Oven-Ease 
handles. Ekco Products Co. 


For more data circle No. 62 on postcard, p. 63 


Keyhole saw wall display 


This display is No. 80 All-Pur- 
pose Keyhole Saw Display for wall 
or counter use. It holds six keyhole 


(Continued on page 84) 
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Pat. Pend. 


HOREMASTER Sat 


New CHOREMASTER Safe ‘“T’’ Guard Mowers and 

Tiller / Mowers break the rotary mower sales barrier, opening 

a vast untapped new market. Now, anyone with a lawn... even 

the safety “‘fanatic’”’...can be sold a CHOREMASTER Rotary Mower! 


Your customers can see this safety ... you can see it .. . and when you do, you'll see tod; 
the greatest opportunity for rotary mower sales ever to burst upon the power tool market! 


New CHOREMASTER Mowers and Tiller /Mowers . . . with the exclusive Safe ““T’’ Guard .. . are so 
revolutionary they have made competitive ’58 models obsolete before announcement! You can have the 
opportunity to lead the field with CHOREMASTER. In the next few weeks, our salesmen will be calling on 
dealers and distributors. Will your name be on their lists? 





ATTENTION, BUYERS! If you are qualified to capitalize on the : 
CHOREMASTER potential in your area, ask for complete informa- — fa caer Sa a a . 

tion on CHOREMASTER’S Guaranteed Full Profit Per Sale plan ubsiciary or Weber Engineered Products, Inc, 
of distribution 828 Evans Street Cincinnati 4, Ohio 

; Telephone WAbash 1-6200 
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Here’s another exciting power-tool “first” like the famous 888 Workshop 
— the new Millers Falls Router-Plane-Shaper line! It’s a line with a long 
line of bring-’em-back attachments and never-before-offered features (un- 
matched in models costing twice as much) . . . Plus an amazing new line 
of Router Bits — faster, longer-lasting and costing 1/3 less than other 
styles! Designed, built and powered to give professional results, this 
3-tools-in-1 combination is priced to bring the adventure of fine cabinet- 
work within reach of every one of your customers. 


No. 6800 Router (Power Unit and Base) is available as a unit or in com- 
bination with Nw. 6826 Plane Attachment and No. 6818 Shaper Attachment. 
And, there’s a special package of “industry exclusives” for plastic laminate 
fabrication, too! 


CHECK THESE IMPORTANT FEATURES 


POWER UNIT ¥ Rugged 3 amp, motor PLANE ¥ Big 14” shoe ¥ Outboard arbor 
¥Y Ball bearings throughout 30,000 support ¥ Micrometer-screw adjustment 
R.P.M. for smooth, fast, clean cutting for rape se-saes shoe and cutter align- 


> a ; ment Direct-reading depth adjusting 
ROUTER Y Large 6” dic. base and big scale # Notched quadrant for quick 





hardwood handles for positive control 

Direct-reading scale for fine depth 
adjustment Exclusive micrometer- 
screw a er for control of cut 
location Extra long rods for long 
reach cuts ¥ Base and non-marking sub- 
base take all popular templet guides 


bevel cuts (—15° to +45°) 


SHAPER ¥ 1/3 cost of comparable gpodels 


Big work surface (24” x 7/2”) ¥ Built- 
in motor mount for quick, gpsy change- 
overs ¥ Adjustable fence ¥ Rugged 1” 
marine plywood table 


17 Fastest selling ROUTER BITS— 
New Design Concept —Longer Lasting —Special M-2 High Speed Steel—Amazing low cost 








STRAIGHT BITS 


No. 6903 V2” $1.50 
No. 6904 3%” $1.95 
No. 6905 2” $1.95 
No. 6906 3%” $2.20 
No. 6907 34” $2.50 


CORNER 
ROUND BITS 
No. 6908 1%” $2.95 
No. 6909 3%” $3.25 
No. 6910 2” $3.40 


BEADING BITS 
No. 6911 Ve” $2.95 
No. 6912 4” $3.25 
No. 6913 3%” $3.40 


COVE BITS 
No. 6917 


Chamfer Bit 
$3.50 


No. 6918 
Rabbeting Bit 
$3.50 


No. 6919 
V-Grooving Bit 
$2.50 


No. 6914 1%” $2.95 
No. 6915 3%” $3.25 
No. 6916 2” $3.40 
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No. 6800 ROUTER 


"and Base) 839% 


(Power Unit alone $34.00) 


No. 6826 PLANE 
ATTACHMENT SET 
ONLY $37195* 


(*without Power Unit) 


No. 6818 


SHAPER ATTACHMENT 
(big 16” x 24” table 
with built-in motor mount) 


ONLY $1995* 


(*without Power Unit) 


A COMPLETE LINE OF ATTACHMENTS AND 





ACCESSORIES 


ALSO AVAILABLE 
No. 687 


ry 











= Metal Carrying Case $16.50 
TRIMDAER BASE ere 
STRAIGHT AND ROUTER SUB-BASE An “industry exclusive” 25 ft. Extension Cord = $ 8.25 
CIRCULAR GUIDE 


Die-cast aluminum. 
Exclusive micrometer- 


Phenolic composition 
avoids scratching work. 
Takes popular templet 


TRAMMEL POINT 
For routing circular 
grooves 3%” to 81/2” 


for full edge-trimming 
of post-formed lami- 
nates in tight-radii 


No. 6811 


Plane Cutter Sharpening 


. = Fixture $17.50 
screw adjustment, and vides. radii. curves. 
long rods for cut loca- ©. 685 $2.65 No. 683 $2.50 No. 6810 $12.50 No. 6812 
tion. 7 Router Bit Sharpening 
No. 684 $3.25 Qj | f y Fixture $14.50 
i | : . $ AG TEMPLET GUIDES ae ge 
: | ee Ney ~~, \ To handle most fre- aa Wheel $ 1.00 
: LAMINATE Ne panty used templets. o. 
j TRIMMER GUIDE - No. ye sa Plane Cutter 
For trimming overhang enera rpose ’ 
DEPTH ADJUSTING of phectie lemninate Guak EDGE No. 6815 a we Tool Steel) $ 4.95 
SCALE to supporting wood TRIMMER GUIDE Recess and Insert o.- 
ae oe Mounts on No. 684 for eget on Rs - > nn.eee . ae Plane Cutter 
1é6ths an nds for easy in-and-out bit or offhan 4 inge Butt 17/32” : : 
direct-reading depth feed. Unique Nylon bevel on edge of wood No. 681 (Carbide Tipped) $18.00 
adjustment. roller guide. or laminates. Hinge Butt 34” And complete 
No. 688 $ .75 No. 689 $2.50 No. 6819 $2.95 $2.25 each 


Laminate Trimmer Kits 











MILLERS FALLS 


MILLERS FALLS COMPANY FINEST HAND AND POWER TOOLS 








. Greenfield, Mass. MADE FOR HOME AND INDUSTRY 
BIT KITS MILLERS FALLS CO., Dept. HA-24 ” 
SPECIAL Popular bits and arinding wheel, contour- Greenfield, Mass. 


nested in sales-making ‘‘showcase”’ 
bOXeS. jue. 
| = 


No. 6999 Deluxe Bit 


styrene To help me sell your new Router-Plane-Shaper, please 
Carbide Tipped 
Laminate Cut- 
ting Bit with 
exclusive 
“triple action” 
—trims on bev- 






[ ] Have Millers Falls representative call. 





[ | Send me complete literature. 

















Pec e amend 


No. 6977 Basic Name or ee 
wat Fyne Ag Kit. Consisting of No. Bit Kit. Consisting 
No. 6924 6903, 6905, 6909, 6912, No. 6903, 6909, Address - cenines 
- 6918, 6919, 6920. 6918, 6920. Ms : Su 
Price $16.95 Price $9.25 =e — —-.. . £one___ ofa 





Se tne ani meena enewenan ane 
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TO HELP YOU SELL 











@ For more information on these products and services 


use free post card on page 63. 


(Continued from page 80) 





saws and six replacement blades. 
The pistol grip, gold alloy saw han- 
dies stand out against the black 
display background. All items are 
arranged for self serve sales. 
Packed 12 display cards to a carton. 
Great Neck Saw Mfrs. 


For more data circle No. 63 on postcard, p. 63 


Variable floor display stand 


Here is a display which can be 
adapted for corners, and triangu- 





lar or straight wall areas in sev- 
eral different patterns. The units 
have been designed for use with 
this company’s line of household 


furniture. The display’s central 
unit is 12 in. high and 18 in. 
square. Other lower but similar 
units attach into varied shapes. 
The display is constructed of 
heavy gauge metal and painted 
composition board. O. Ames Co. 


For more data circle No. 64 on postcard, p. 63 


Aluminum gravy mixer bonus 


An aluminum gravy mixer is 
offered free to your customers with 
every Mirro or Comet oval roaster. 
The 8-oz mixer is attached to a 
card on the roaster. The mixer sim- 
plifies gravy mixing and eliminates 


FREE sizno 


ce Grane 


y on pet ten -~ 
OVAL ROASTER 
5 cere ewe 












You carry a quality line 
with a quantity demand 
when you stock Kimble 
Glass Towel Bars. 

They are made in a wide range of 





KIMBLE GLASS BARS 


A bar for every purpose, a price for every purse 


KIMBLE GLASS BARS 


sizes and styles to fill every customer's 
need. They are designed to give the 
maximum of consumer value but 
priced to stimulate sales and give you 


high profit margin. 


Owens-ILLINoIs 


GENERAL OFFICES - TOLEDO 1, OHIO 


Don't delay, place your order today 
with your wholesaler or write for one 
nearest you. Address Kimble Glass 
Company, subsidiary of Owens- 
Illinois, Toledo 1, Ohio. 


AN (I) PRODUCT 
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J&L 
Galvanized Wore 


Tues “ae 
‘REFUSE CANS Seg 

















WARE...2ne new quality line 
that sells on sight! 


J&L, a great name in galvanized ware, is easy to sell, lasts longer, priced 


right for faster turnover and higher profits. Stock the best . . . sell the best . . . 
the new J&L galvanized ware. 


Order J&L ware today from your hardware jobber. For detailed informa- 
tion or help in obtaining the Jones & Laughlin galvanized ware line, write 
direct to the Container Division, 405 Lexington Avenue, New York 17, N.Y. 


Jl Jones & Laughlin 


STEEL ...a great name in steel 
Galvanized Ware Plants: Toledo, Ohio, and Atlanta, Georgia 
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“The Suburban” 
Refuse Can 


These cans will withstand 
rugged treatment... yet look 
good for years. New cover de- 
sign wards off heavy blows, has 
streamlined appearance. Mr. 
Householder likes the rugged- 
ness; Mrs. Householder likes 
its looks. Order a supply today! 





TO HELP YOU SELL 








@ For more information on these products and services 
use free post card on page 63. 


A special gift package of three bot- 
tle caps in Alum-O-Gold finish sells 
for $1. Other skin packed items 
include jiggers. Can-Mate, Soap- 
Mate and picture hangers. Slip 
Seal Co. 


For more data circle No. 66 on postcard, p. 63 


lumps. It is graduated so it can be 
used as a measuring cup. Alumi- 
num Goods Mfg. Co. 


For more data circle No. 65 on postcard, p. 63 


Skin packaged bottle caps 


Slip Seal bottle caps are now skin 
packaged on colorful display cards. 


House letters and stand 

This company is now giving a 
free stand w:th each order for its 
assortment No. 4433 of house let- 
ters. The display, 16 in. high, 5% 
in. wide and 2 in. deep, has its 
own selling message. The deal as- 
sortment contains 117 letters. Each 
letter is 2 in. high, rustproof, 
weather-resistant, non-staining and 
pre-punched for easy installation. 
Wessel Hardware Corp. 


For more data circle No. 67 on postcard, p. 63 
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KEYS MADE 


ote 


SIZE: 12” x 27” 


THIS KEY SIGN 


WITH CHAINS OR BRACKET 
BUY A R42 x PKA-3 KEY MACHINE 


‘ 


“Tay } 
SS * 





| 
\ 





WITH BLANKS (consisting of a key duplicating machine, motor, rotary 
key board and 1020 popular key blanks), AND YOU WILL RECEIVE 
— FREE — THIS GIANT KEIL TWO-SIDED CAST ALUMINUM KEY SIGN. 





This offer is good for a limited time only, so — 
CONTACT YOUR JOBBER IMMEDIATELY OR WRITE US 











Carded light-duty casters 


Five of the more popular casters 
in this line are now packed on 





bright blue and yellow cards. The 
cards are for wall panel or glass 
binning displays. Ball - bearing 
swivel stem casters, ball-bearing 
plate casters and crib casters are 
featured. Bassick Co. 


For more data circle No. 68 on postcard, p. 63 


Firetool gift packaging 
Bennett-Ireland hanging fire- 
place sets will be shown to best 






IKEYS MADE 


QUALITY KEY BLANKS 










Keil Lock Company, Inc. 





Charlestown, New Hampshire 
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YODER LINE... 


o cabinet haraware 
RETAILING foe e- Low ae * EACH 


| THIS NEW, FAST SELLING 
...- BIG PROFIT LINE... 


DRAWER PULLS and CONCAVE KNOBS 
also available in BLACK-KOTE finish. 
DRAWER PULLS RETAIL PRICE 


No. 540 19¢ ; Retail Price 
No. 550 19¢. Ma No. 541—Drawer Pull. 234” Hole Centers 19¢ 
Fn No. 551—Drawer Pull. 3” Hole Centers . 19¢ 

flee Wim attes:4 No. 561-—Concave Knob. 11/4” diameter . 18¢ 

“agvia No. 571—Concave Knob. 11/2” diameter . 20¢ 
BAo8 No. 581—Concave Knob. 2” diameter .. 29¢ 
No. 591—Concave Knob. 21/2” diameter . 35¢ 


No. 570... ae BACK PLATES available in Chrome, Brass, or Copper 
finishes to match the Knobs and Pulls. Write to YODER 
No. 580. __..__ 29¢ eee ee COMPANY for literature, prices, and 





No. 560 


No. 590 tye All cabinet hardware packaged in eye-appeal- 
: Gi ot ing, colorful display boxes. 


£m 
Be 


MODEL NO. 10 


RETAILING FO /} 


LITTLE GIANT 
Lawn Sprinkler 


Interior baffles centralize water whirlpool . . . assure 
uniform circular spray. All metal. Rustproof. Avail- 
able in 3 colors: Green, brass, copper. Minimum 
pack: 3 dozen. 


Order the Little Giant now and watch your "Spring- 


time Profits soar! 


O D E oa 1823 East 17th Street 
‘ MANUFACTURING COMPANY iisic Rock. Arkansas 


ORDER FROM YOUR JOBBER.. OR WRITE 
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TO HELP YOU SELL 











@ For more information 
on tl ese products and 
services use free post 
card on page 63. 











advantage with this attractive 
self-standing display package. 
Each tool is wrapped in polyethy!- 
ene in this self-contained easy to 
set up gift package. Bennett-Ire- 
land, Inc. 


For more data circle No. 69 on postcard, p. 63 


Power tool island display 


A complete tool department can 
be shown on this attention-getting 





island display of Cummins power 
tools which is free to dealers. The 
fixture shows several 14 in. drills, 
Screw driver attachment, two 
Maxaw saws, drill kits and a new 
double action sander. Cummins 
Tools Div., John Oster Mfg. Co. 


For more data circle No. 70 on postcard, p. 63 


Key duplicating outfit deal 


When a dealer buys an R4% x 
PKA-3 key duplicating machine 
with key blanks, he will get a free 

















key sign. Sign 500B, illustrated 
upper left, has a bracket for hang- 
ing. The 500C key sign is fitted 
with chains. The signs are regu- 
larly $9.60 and 2:c made of heavy 
cast aluminum, measure 12 x 27 
in. and are painted red with white 
letters. Keil Lock Co. 


For more data circle No. 71 on postcard, p. 63 


Radiant replacement catalog 


Here is an easy reference man- 
ual that illustrates and describes a 
complete line of radiant replace- 
ments for gas space heaters. An 
index lists all manufacturers of 
radiant heaters, the model radiants 
they use and the page number 
where they can be found. The 20- 
page catalog is available free. 
Shuler Distributors, Inc. 


For more data circle No. 72 on postcard, p. 63 


Snap coupling connectors 


Here is a snap-coupling deal to 
boost sales with customers inter- 
ested in washing machine connec- 
tors. Deal 6 features one snap- 
coupling kit which contains an as- 
sortment of snap-nipples, couplers 
and snap Jet-Aerators. The assort- 
ment includes 18 items for coup- 
ling and 6 faucet aerators. All 





items are in open stock. Melard 
Mfg. Corp. 


For more data circle No. 73 on postcard, p. 63 


NEW EQUIPMENT 


New cost saving equipment 





for the store and warehouse 





Wall panel fixture caps 


These plastic caps give color to 
the exposed ends of perforated 
panel fixtures. Available in black, 
yellow, red, turquoise, and white, 
for either % or \% in. fixtures. 
They come in single color packages 





of 100 tips. B. B. Butler Mfg. Co., 
Div. Masonite Corp. 


For more data circle No. 74 on postcard, p. 63 


Aluminum alloy hand truck 


Here is a lightweight, durable 
hand truck. It weighs only 15 lb, 





load tests to 1000 lb. The simpli- 
fied design makes it possible to 
easily change any part of the truck 
in case of usage change or damage. 
Modifications to fit all types of jobs 
include four frame designs, toe 
plates and wheel sizes. Sunmaster 
Products Co. 


For more data circle No. 75 on postcard, p. 63 


(Resume reading on page 17) 
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NEW ARDOX SPIRAL NAILS 


are available in 5 package sizes to fit every job 


THE DISTRIBUTOR 
likes them because: 





© Big dealer demand .. . builds 
turnover 


@ They are easily warehoused... 
ARDOX nail cartons are 
readily stacked and shipped 


© Quick identification . . . size and 
weight information is clearly 
printed on two sides of carton 


© They reduce inventory time 


THE DEALER 
likes them because: 


@ They're convenient for self- 
service operations 


© They permit attractive displays 


© Weighing and wrapping are 
eliminated 


© Packaged to meet every 
customer's needs 


© No bins or kegs required 


THE DO-IT-YOURSELFER 
AND ALL YOUR CUSTOMERS 
like them because: 


® increased holding power—gives 
stronger, longer-lasting 
construction 


© Easier driving—up to 30% easier 
driving speeds construction 


@ Less splitting—threads into wood 
with minimum fiber damage 


®@ More nails per pound—there are 
more ARDOX nails per pound 
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-.-.-agreat name in steel 
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VALVE SEATS for three-valve diverter, used to switch flow from tub 
to shower, are molded of ZyTex nylon resin. The hard, smooth surface 
of the seats is very resistant to wear. Seats cannot rust, need no lu- 
brication, are not affected by hot or hard water. (Fixture made by Dick 
Brothers, Reading, Pennsylvania; parts molded by Gries Reproducer 


Corp., New Rochelle, New York.) 


a 


WALL ANCHORS made of Zytet nylon resin grip sides of drilled 
hole when pin is hammered down. Shank spreads without breaking 

. makes a strong, lifetime fastening. Rugged ZyYTEL cannot rust out, 
is unaffected by heat or cold. (By Nova Sales Co., Trenton, N. J.) 


“PERMA-JET” showerhead case and operating parts are durable and 
heat-resistant. Made of Du Pont Zyret nylon, showerhead gives per- 
fectly uniform spray .. . will not lime or corrode. (Made by Webb 
Industries, Bay Village, Ohio.) 
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hardware of Du Pont 
ZYTEL nylon resin 


Harowsr E MANUFACTURERS are continually in- 
creasing their use of ZYTEL nylon resin for making 
basic hardware, as the six examples at left show. In 
three of these cases ZYTEL is used to make plumbing 
items, because it can withstand boiling water. The two 
fastening uses are based on the high strength of ZyTEL, 
while the excellent chemical resistance of ZYTEL is dem- 
onstrated in the aerosol application. These are a few of 
the properties that make hardware of ZyTEL attractive 
to buyers. 
































A cost-saving advantage in many hardware products is 





: the way in which one complex part molded of ZyYTEL 
| naan a nylon resin can often replace an entire assembly made of 

THIN-WALLED SLEEVES and washers of Zyret “‘cold-flow” into place under esin can often rey lace an entire assembly ma 
fastener pressure. Sleeve hugs fastener, creating strong, vibration-resistant conventional materials. ZYTEL is tough and hard, has 
attachment, and also acts as seal and electrical insulator. (““Nyltite” sleeves 7 a ——— wack . even 1 re se 
by Keystone Plastics, Inc., Union, New Jersey.) little te nde ncy to ¢ rack or break even In rugge d use. 


That’s why it is employed so widely to make industrial 
gears, cams, bearings. ZYTEL also displays its ruggedness 
in durable, thin-walled electrical parts such as plugs, 
outlets and connectors. It has outstanding abrasion re- 
sistance and can actually outwear steel under many con- 
ditions. With the loads encountered in most hardware 
mechanisms, parts of ZYTEL need little or no lubrication. 


Just keep in mind that use of Du Pont ZyTEL is a mark 
of quality in hardware. And make sure your customers 
realize that ZYTEL nylon resin is outstanding for strength. 


Want more facts about ZyYTEL? Clip the coupon and 
mail it to us for more complete information on the 
properties and applications of ZYTEL nylon resin. 





AEROSOL BOTTLES use precision-extruded dip tubes of Zyret nylon resin. 
ZyTeEL withstands high solvent concentrations, making it useful for paint, 
fire extinguisher and other spray mixtures. (Made by Anchor Plastics Co., 
Inc., Long Island City, New York.) 


REG. yu. s. Pat. OF! 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


E. I. du Pont de Nemours & Co. (Inc.), Polychemicals Dept. 


Room 20829, Du Pont Building, Wilmington 98, Delaware 
Please send me more information on Du Pont Zyrtet nylon resin. 


I am interested in evaluating this material for 




















Vame 
Company Position 
Street a 
| | eS ce ee iss +s he uty State 
BLACK ZYTEL NYLON RESIN is used to make this garden hose coupler, Cit) 











which connects with simple push and twist. Coupling survives shock of drop- 
ping or dragging over stone . . . is unaffected by garden chemicals. (Molded 
by The Ark, Inc., for Stile Craft Mfg. Co., both of St, Louis, Missouri.) 


Type of Business 
inCanada: Du Pont Company of Canada(1956) Ltd., P.O. Box 660, Montreal, Quebec. 





‘_—_- 
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How's the Hardware Business? 





First real prospect for lower taxes is seen 
in new bill now before Congressional group 


First real prospect for tax relief 
for small businessmen and indi- 
viduals is seen in Bill H. R. 6452, 
now before a committee in Con- 
gress. 

The bill would reduce the tax 
load on small and expanding busi- 
nesses and on individuals. It also 
would remove tax obstacles to the 
founding of new businesses. 

The bill already is attracting a 
large measure of support from 
many individuals and groups. It 
was introduced earlier this year 
by Rep. A. N. Sadlak (R., Conn.). 
It is now before the House Ways 
and Means Committee. 

Chances for passage of the bill 


What can you do? 


What happens to this tax 
relief bill is up to you. If you 
want tax relief, support the 
Sadlak bill. Congress will act 
if enough letters are received 
from the folks at home. Write 
to Rep. A. N. Sadlak, House 
Office Bldg., Washington, 
D. C., and to your own Con- 
gressman at the same ad- 
dress. Tell them you favor 
passage of Bill H. R. 6452. 
Tell them how it would affect 
you. Only if enough support 
for the bill is received from 
the local level will Congress 
act. Write now. 


seem stronger since the recent 
introduction of an identical bill, 
H. R. 9119, by Rep. A. S. Herlong 
Jr. (D., Fla.). This means that the 
same bill has been introduced by 
a Republican and a Democrat and 
has a strong chance for hearings 
before the committee. 

So far little action has been 
taken on the bill. 

What would the bill do? Besides 
lowering tax rates over a period 
of five to nine years, the bill would 
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prevent individuals or unincorpo- 
rated businesses from paying a 
higher tax than corporations. 


The top tax rates would be 
brought down to 42 percent. The 
present top for individuals is 91 
percent and for corporations, 52 
percent. Here are examples of the 
individual tax reductions: 


$4-6000 bracket, from 26 to 17 
percent; $8-10,000 bracket, from 


34 to 19 percent; $12-14,000 
bracket, from 43 to 21 percent; 
$16-18,000 bracket, from 50 to 23 
per cent; and $20-22,000 bracket, 
from 56 to 25 percent. 

Estimated individual tax sav- 
ings, based on 1956 income levels, 
would total $10.6 billion. Nearly 
60 percent of the total savings 
would fall in the taxable income 
brackets up to $6000. Seventy-nine 
percent of the savings would be 
for persons earning not more than 
$18,000 a year. 

The bill is the first practical 
attempt to put an automatic brake 
on future federal spending plans. 
Big federal spending programs 
would have to compete against 
regularly scheduled income tax 
reductions. 





New distribution and merchandising policies 
are adopted by American Tackle & Equipment 


New distribution and merchan- 
dising policies have been announced 
by American Tackle & Equipment 
Co., Philadelphia. 

The new policies, announced at 
a recent general sales meeting in 
Philadelphia, call for distribution 
through qualified wholesale chan- 
nels. No special concessions or 
deals will be made to any whole- 
saler. 

The company markets True 
Temper, Montague and Ocean City 
brands of fishing tackle. 

Here’s how Robe * Jerrett, Jr., 
vice-president and general man- 
ager, stated the new policies: 

“We intend to distribute our 
merchandise only through qualified 


wholesale channels in all cases 
where they can and will redis- 
tribute to desirable retail outlets. 

“We will attempt to select our 
distributors on the basis of their 
demonstrated ability to perform a 
complete and satisfactory distribu- 
tion operation. 

“We intend to select only enough 
qualified distributors to give us the 
retail coverage we desire, and only 
in such numbers as will provide an 
attractive profit potential for each. 

“We intend to offer merchandise 
to our selected distributors at the 
established wholesaler discount and 
on identical terms, with no special 
concessions or deals.” 





Hardware store sales down 2.6 percent in April, 
5 percent in May, Commerce Dept. reports 


Hardware store sales during 
April were $221 million, and dur- 
ing May $253 million, the Com- 
merce Dept. reports. 

The April total is $6 million, or 
2.6 percent, below April, 1956. 
May figures are $13 million, or 5 
percent, lower than May, 1956. 

The April and May figures are 
the first reported by the govern- 
ment since it changed its sam- 
pling method of gathering the 
information. Government statis- 


ticians admit there may be some 
variations in the figures for a few 
months after the sampling change- 
over due to statistical errors. 
They says these variations should 
smooth out within a few months. 

Here briefly is how the Com- 
merce Dept. gathers hardware 
store sales figures: 

Stores are divided into two gen- 
eral categories. Companies with 
11 or more outlets fall into Group 

(Continued on page 97) 
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We had to put on extra hands — since we 
started suggesting ““SScotcn” Brand Masking Tape 








with every paint sale! 



























ADDED STRENGTH 
RIGIDITY and 
UNIFORMITY 


WRIGHTWELD HARDWARE 
CLOTH. Added strength, rigid- 
ity, uniformity. Flat wire selvage 
permanently welded to each 
filler wire. Hard drawn wire 
replacing customary annealed 
wire. Heavily galvanized after 
weaving. A major advance in 
the wire cloth industry. Sizes | 
2x2, 3x3, 4x4. | 


G. F. WRIGHT STEEL & WIRE CO. 


Worcester Massachusetts 
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NOW! A NEW KIND OF 
POLYETHYLENE PIPE 


IT’S STRONGER, 
LIGHTER IN WEIGHT, 
YET COILABLE 







High Density, All Virgin Materials 


At Reasonable Cost 
IN 75+ - 100# - 1254 CLASSES 


Super Pi-Mar is made of a special blend 
of all-virgin high density and conventional 
polyethylenes for commercial and resi- 
dential applications. It’s tougher, lighter 
in weight than conventional tubing and 
it’s coilable. Super Pi-Mar can be se- 
curely joined at all unions with special 
clamps and carries the National Sanita- 
tion Foundation Testing Laboratory Seal 
of Approval. 


PYRAMID 
INDUSTRIES, INC. 


ERIE, PENNSYLVANIA 


WAREHOUSES IN THE FOLLOWING CITIES 


Albany, N. Y. Boston, Mass. 
Pittsburgh, Pa. Cleveland, Ohio 
Kansas City, Mo. Philadelphia, Pa. 
Charlotte, N. C. Dallas, Texas 
Chicago, Ill. Atlanta, Ga. 


PLASTIC 
| PIPE 
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Consumer Mailers—— 


New Wholesalers’ Aids 


for Dealers’ Use 





Fall, Christmas mailers 
issued by Worthington 


Geo. Worthington Co., wholesaler 
in Cleveland, has prepared a Fall 
Value Days broadside and a Christ- 
mas gift catalog for dealers. 


Hibbard prepares fall 
True Value circular 


Hibbard, Spencer, Bartlett & 
Co., wholesaler in Evanston, IIL., 
has prepared its fall True Value 
Sale circular for distribution to 
some 675 dealers. 

The circular is a two-color, eight- 
page, tabloid-size publication. 

The company is backing up the 
circular with a 24-page True Value 
Sales Promotion Guide. 


A 500-piece display kit of sales 
aids will also be distributed. The 
kit contains a window streamer, 
over-the-wire pennants, banners, 
window banners, talking price 
cards for windows and counters, and 
newspaper ad mats. 


The fall broadside is printed in 
two colors. Among the items fea- 
tured are housewares, hand tools, 





prints on the front. Tie-in display 
kits are also available. 

The gift catalogs will be avail- 
able in two forms. Dealers may 
use the 24-page catalog which cov- 
ers just household gifts or they 
may prefer the 40-page catalog 
which includes a section on toys. 

Space is also provided on the 
catalog cover for dealer imprint. 


Bingham prepares fall 
circular for dealers 

A Fall Bargain Days circular 
has been prepared for dealers by 
W. Bingham Co., wholesaler in 
Cleveland. 

The four-page, full-color circular 
features housewares, hand tools, 
sporting goods, electric fixtures, 











lawn equipment, 
and fix-up items. 
Space is provided for dealer im- 


sporting goods, 








This crack New Haven Mainline 
Freight is but one of seventeen 
fast-moving sets in the hottest 
train line you can display. Loaded 
with such famous exclusives as 
real puffing smoke, choo-choo 
sounds, electronic whistles, Pull- 
Mor Power, American Flyer is the 
line that will help you break all 
sales records this year. 


Pall se me eS 
eg os eB 
oe . 


Sets start at $22.50 retail. Write today 
for free catalog. 


mic Aw). GCILGER 


COMPANY, NEW 


HAVEN, CONN. 
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MECHANICS’ TOOLS and § 
HARDWARE SPECIALTIES | 


QUALITY 
LADLES AND POTS 
ying 


FORGED STEEL MELTING LADLES 





rae | 
Handy Efficient Tool 
Homes and Shops Need 














All sizes furnished either single or double lip as ordered. | 
Thickness of bowls from lOGA to %". Lead Capacity 
1% to 50 lbs. Bowl sizes from 2¥2" to 10’. Also can furnish 
separaie bowls to which your own handles can be | 
assembled. | 


GRAY IRON SOLDER 
POTS 


Made in sizes from 4" to 1342”. 

12” and 1342" furnished with pouring lip and 

lifting lug. #398 
WRITE TODAY FOR CATALOG 














GUARANTEED @® SINCE 1830 


WILLIAM JOHNSON INC. 


BRENNER AND KENT STREETS — NEWARK 3 











yes there is a market for 


Silent Sentry 


New and Different as an Ornamental 


| 
| 
| 

















with reamer 
e Lawn Stake | >i rz o that epens 
e Drive Marker | ” and closes 
| like a 
e Snow Plow Guide Tubing Cutter 
jack-knife 
Silent Sentry comes in 40-inch ; ; 

ne and 30-inch lengths. Safe, heavy With new fold-in reamer to protect his hands and 

duty black wrought iron with bright . ; . 
yellow luminous tape. Packaged for pocket, this compact, easy-cutting, tough little 
profitable floor or counter selling. tubing cutter gives much the most for his money. 
It cuts copper, brass, aluminum tubing and thin- 
LUMINOUS - ANTI-RUST wall conduit fast, almost no burr . . . reamer’s 


handy when needed. Display it and he can’t 
resist it—order from your Wholesaler today! 





ph 





The anette Tool “seated Elyria, Ohio, U.S.A. 

















See Your Jobber or Write 


ohio wire products company. inc. 


1025 east 5S’ avenue, columbus 3, ohio 
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© EYE-APPEALING 

@ BUY-APPEALING 

® PREPRICED 2 FOR 15¢ 
Step up unit sales with the self-serv- 
ice “Can't-Miss” 2 PAC. This con- 
venient, transparent package is a 
proven, “sure-fire” traffic stopper. 


McGILl METAL Panes C0. 


MARENG 





Ir. a nice, warm feeling to sell 
your customer an item, and to 
know that you are doing him a 
real service in selling him that 
item. 


Toilaflex is that kind of product. 
Mechanically it is the most ef- 
fective, powerful plunger ever de- 
It looks it too, and it 
sells on sight. 


Bie \I8> ¢ 
Toilet QQEtOS Plunger 


The Plunger They 
Ask for By Name 


veloped. 


By the makers of 
Water Master tank bolls. 

















New Wholesalers’ Aids 


(Continued) 





and plumbing supplies among its 
specials. 
Space for dealer imprint is pro- 


vided on the front page of the 
circular. 

Dealers can also receive a 132- 
piece kit of banners, pennants, 
price cards and window spots to 
use in tying in with the circular 
promotion. 


—4 Promotions ‘ii. 
Manufacturers’ New 


Merchandising Plans 


Kaiser Aluminum offers 
6-point promotion plan 

A six-point promotion program 
for standard aluminum roofing and 
siding has been prepared by Kaiser 
Aluminum & Chemical Sales, 
Chicago. 

The company helps dealers stage 
open house affairs on their prem- 
ises. Kaiser furnishes agricultural 
research experts to answer cus- 
tomer questions and help farmers 
solve individual building problems. 

For dealers stocking its product 
for the first time, the company 
gives a $25 advertising allowance. 
In addition, the company’s Agricul- 
tural Research Service will send in- 











LUCKY MR. PHYX 


Sharon Bolt & Screw Has Now Taken Care of 
His Entire Fastener Service. 


Lucky Mr. Phyx found out about Sharon’s 
new commercial pack service. The Sharon 
Service Man has taken over Mr. Phyx’s 
fastener problem with an automatic refill serv- 
ice. Lucky Mr. Phyx has now turned an un- 
profitable time consuming detail into a 
profit. 


So can you — contact Sharon today. 


Sharon Boll end ‘Scre tik Lo. 
Wi, FOU0'C0" Wass. 


DO YOU 
WANT TO- 


@ Sell or buy a store 








Represent new accounts 


Hire experienced hardware 
personnel 


Dispose of surplus stock— 
distress inventory—job lot 
merchandise 


Get sales representation 
for your line 


Get a job in the hardware 
field 


THEN— 


Tell lt To The Trade 
In The 
Classified Advertising 
Pages Of 
HARDWARE AGE 


Classified Ad Dept. 


HARDWARE AGE 


Chestnut at 56th St. 
Philadelphia 39, Pa. 
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vitations to names of farmers sub- 
mitted by the dealer. 

Kaiser will make four mailings 
a year at no cost to dealers. These 
mailings will include the dealer’s 
name, pictures of himself or his 
store, and information about alumi- 
num building products. 

Under the new on-the-spot ad- 
justment policy, dealers can make 
immediate replacement up to $50 
of material valuation without wait- 
ing for prior inspection or adjust- 
ment by Kaiser personnel. 


Regina will run ads in 

17 consumer magazines 
Regina Corp., Rahway, N. J., has 

scheduled an intensive consumer 

advertising campaign this fall for 


Regina Twin-Brush polisher and 
scrubber and Regina Electrik- 
broom. 

Large space, color advertising 


will appear in 17 consumer maga- 
zines beginning with the Sept. 17 
issue of Look. Other magazines 
scheduled to carry ads include: 
McCall's, Better Home & Gardens, 
American Home, Living for Young 
Homemakers, Ladies’ Home Jour- 
nal, House Beautiful, House & 
Garden, Sunset, Ebony, New Homes 
Guide, Home Modernizing, House & 
Garden’s Book of Building, House 
Beautiful’s Building Manual, Bride 
& Home, Bride’s Magazine and 
Modern Bride. 


Hardware store sales 
dip during April, May 
(Continued from page 92) 


I. All other stores are in Group II. 
Some of the sampling changes 
came in assigning stores from 
Group I to Group II and vice versa. 

All Group I stores are polled by 
mail each month. So are very 
large stores in Group Il. Medium- 
size stores in Group II are sam- 
pled by mail in a way that the 
same store is not checked each 
month. 

The smallest stores in Group II 
are checked personally by a cen- 
sus taker in such a way that he 


calls on a different store each 
month, visiting the same store 
only once in 12 months. Each 


store he visits is figured to rep- 
resent 200 stores not visited. 
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UNE-MAN CROSS-CUT SAWS 


OFFICE 
NEWARK N.J. 


¥ 


FACTORY 
YORK, PENNA. 


PENNSYLVANIA 
SAW CORPORATION 














Changes 


New products and new 
trade names are con- 
stantly being added to 
the listings for the next 
Directory Number of 
HARDWARE AGE. 


Therefore, if you do not 
find in the current issue 
of the Directory Number 
the product you are inter- 
ested in, write to the 
“Who Makes It” Editor. 
He’ll be glad to serve 
you. 


HARDWARE AGE 








Chestnut and 56th Sts.. Phila. 39. Pa. 











GIBSON 
GRIPPER 
CLIPS 


KEEP 
THINGS 
IN PLACE 


BRIGHT FINISH Double Spring Action 
NO JUTTING POINTS 2 Sizes Hold Most Handles 


GIBSON GOOD TOOLS, INC., Sidney 6, N.Y. 




















DYKEM 


STEEL BLUE. 
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Popular package 8-oz. can fitted with 
Bakelite cap holding soft-hair brush 
for applying right at bench; metal sur- 
face ready for layout in a few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 
THE DYKEM COMPANY 
Established 1920 
23058 North 11th St. «+ St. Lovis 6, Mo. 
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“A Good Line to Handle” 


GRIFFIN 


_ HINGES 
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Cat. #BB197 
Template Butts, Button Tips 
with permanently attached Bearings 


Builder's Special | 
Cat. #540 a 


Wrought Steel Butts 
Cat. #R240 


You'll find the trade saying “Let’s handle 
Griffin Hardware because Griffin gives good 
service, they back up their products, they 
never cut their quality . . . and most im- 
portant the customers like the products.” 


Display them and you'll sell them—Griffin 
Hinges ... order by the carton... in any 
selections your customers want. 


NEW VISIPAKS—~Order by the 
carton of individual carded items. 


GRIFFIN’ 


“since 1899” 
MANUFACTURING CO. ERIE, PA. 
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JAKE OLSEN, retired 
recently as assistant sales 
manager of John Pritzlaff 
Hardware Co., wholesaler 
in Milwaukee. He began 
his hardware career at the 
age of 15 with E. Garnich 
& Sons Hardware in Ash- 
land, Wis., in 1907. During 
World War I he served in 
the Army. From 1920 to 
1936 he was with Mar- 
shall-Wells Co., Duluth, 
then joined the Pritzlaff 
company. Hunting, walking, and reading are his 
hobbies. His years of experience in selling hard- 
ware throughout the midwest were the subject of 
several columns in H. E. Jamison’s “Jaunts With 
Jamie” in the Milwaukee Sentinel. 


H. E. TOMLINSON re- 
tired recently after 52 
years in the hardware 
business. At the age of 74 
he looks back on a career 
which included both retail 
and wholesale hardware 
selling. He started in the 
hardware business in 1904 
as an employee of Jordan 
& Harris Hardware in 
Fordyce, Ark. Ten years 
later he bought the busi- 
ness and changed its name 
to City Hardware. He discontinued City Hardware 
in 1940 and joined F. C. Stearns Hardware, Hot 
Springs, Ark., as a salesman in southwest Arkan- 
sas. He is a charter member of the Fordyce Rotary 
Club. He has served the First Baptist Church in 
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Fordyce for nearly 50 years in various laymen’s 
offices. His son, L. E. Tomlinson, El Dorado, Ark., 
is associated with F. C. Stearns Hardware Co. 


JOE G. Mc FARLAND 
has been a hardwareman 
since 1900 when he worked 
in the Creek & Heldt Co. 
store in Oakland City, Ind. 
From 1903 to 1906 he was 
employed by C. M. Crouse 
in Cedarville, Ohio. He 
joined Roney & Scherer in 
Dayton, Ohio, in 1907 and 
moved to Indianapolis in 
1908 to go with Van Camp 
Hardware & Iron Co., 
wholesalers. In 1911 he 
went on the road for Van Camp’s. In 1927 he became 
Van Camp’s housewares buyer. He entered busi- 
ness for himself as a manufacturers’ agent in 
1932 and continues in that field. For the past 10 
years he has sold electric cord sets to hard- 
ware wholesalers and appliance manufacturers. He 
leaves his home in Indianapolis in December of each 
year to winter at Dunedin, Fla., and returns in April. 
While in the South he makes many fishing trips in 
the Gulf of Mexico. He gets so much pleasure in 
visiting his many friends in his territory that he 
does not even think of retirement. 





LUCIAN A. CHILDS, 
AHC, has been a builders’ 
hardwareman since 1906. 
He began his hardware 
career with the former 
Belcher & Loomis Hard- 
ware Co., Providence, 
wholesaler. Six years later 
he moved to Los Angeles 
to join the contract hard- 
ware department of Du- 
commun Hardware Co. 
When that firm gave up 
contract builders’ hard- 
ware, he and two partners, B. B. Bennett and 
Val F. Montgomery, opened Bennett-Montgomery 
Co. in Los Angeles. In 1932 he sold his interest to 
his partners and joined Hammond Lumber Co. 
When Hammond left the builders’ hardware field, 
Mr. Childs, Frank Ames and Fred West opened 
West & Co. of Los Angeles. In 1952 he sold half 
his interest in West & Co. to enter semi-retire- 
ment. In January, 1953, he bought out McParland 
Co., Fresno, with his son Gary, and Don Cooper 
as co-partners. The firm name was changed to 
Childs & Co. On Jan. 1, 1957, he sold out to his 
son and Mr. Cooper, and Mr. Childs retired from 
active business. He is a charter member of the 
Southwest Chapter, District 18, American Society 
of Architectural Hardware Consultants, and was 
its president in 1947. 





HARDWARE AGE, AUGUST 29, 1957 


oe OS oe ee ee ee ee oe 


Pe - ‘ 
/ Bissell Sweepers *, 


give you most 


aa ee 
eh 


* . / 
\ advertising support y 


~ 





HAROLD VAN ZANDT, Bissell salesman, 
is telling everyone he meets— 


“LIFE color pages, COLOR TV (Matinee Theater) 
PLUS spot programming in 100 markets put a 
terrific profit-push behind Bissell Sweepers!” 


Harold can help you track down more profits by 
showing you how to tie in with Bissell’s big adver- 
tising program! He’s got a million new sales ideas 

. special displays . . . timely sales aids. Give 
him or your Bissell salesman a call. Or write Bissell 


Carpet Sweeper Co., Grand Rapids 2, Mich. 


Read it in HARDWARE 


NEWS OF 


HARDWARE AGE FOR 


KKKKKKSK 








Builders’ Hardware Convention To Take Up 
Metal Door Problems And Sales Potentials 


Discussions on metal doors, 
builders’ hardware club ac- 
tivities, a clinic on customer 
relations and sales potential, 
a discussion on_ builders’ 
hardware consulting, plus an 
exhibit of builders’ hard- 


WILLIAM DAVIES 
President NBHA 


ware, a breakfast meeting 
and a banquet will be high- 
lights of the National Build- 
ers’ Hardware Convention. 

All convention activities 
will be held in the Conrad 
Hilton Hotel in Chicago, 
from Sept. 22 to 25. 

Boards of the National 
Builders’ Hardware Assn. 
and of the American Society 
of Architectural Hardware 
Consultants will meet all 
day on Sept. 22. The re- 
ception for all attending the 
convention will be held at 6 
p. m. in the grand ball room. 

On Monday, Sept. 23, the 
convention opens at 10 a. m. 
with an open meeting by the 
association on packaged 
metal doors. This will be a 
pane] discussion on the diffi- 
culties of marketing metal 
doors conducted by members 
of the Association and the 
Steel Door Institute. 

J. E. O’Keefe, Builders 
Hardware, Inc., West Hart- 
ford, Conn., will be the 
moderator. 

Association members of 
the panel will be David H. 
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Eskin, Reliable Hardware 
Co., Boston; Gordon F. Mc- 
Call, Jr., McCall Builders 
Hardware Co., Sacramento, 
Calif., and Barry S. Stuhl- 
barg, Norwood Hardware & 
Supply Co., Norwood, Ohio. 

institute members of the 
panel will be Earl Bough- 
ton, United Steel Fabrica- 
tors, Wooster, Ohio; Theo- 
dore Herr, American Weld- 
ing & Mfg. Co., Warren, 
Ohio; and A. L. Musell, 
Truscon Steel Div. of Re- 
public Steel Corp., Cleve- 
land. 

The builders’ hardware 
exhibit opens at noon in the 
hotel’s Exposition Hall. 

There will be a meeting 
Monday at 8:30 p. m. for 
members of the 28 builders’ 


ARTHUR H. UHLER 
President ASAHC 


hardware clubs throughout 
the country. This will be 
an open meeting to discuss 
club activities. 

On Tuesday, Sept. 24, 
there will be an open meet- 
ing of the Society at 10 a. m. 
Joseph Meek, professional 
master of ceremonies, Chi- 
cago, will moderate an open 
discussion on problems per- 
taining to hardware con- 
sulting. 

The builders’ hardware 
exhibit will be open from 
noon to 6 p. m. 

On Wednesday, Sept. 25, 


there will be a breakfast at 
8 a. m. for Association 
member distributors to dis- 
cuss association policies. 

The exhibit will be open 
from 10 a. m. to 2 p. m. 

The Association and So- 
ciety will hold a joint meet- 
ing at 2 p. m. to discuss 
customer relations and sales 
potentials. Charles Bury, 
Menasha, Wis., will conduct 
the clinic session. 

The convention closes with 
the annual banquet at 7:30 
p. m. Hardware consultant 
awards will be made at the 
banquet. 

Co-chairman of the con- 
vention are Franklin Schlitt, 
Schlitt Hardware, Spring- 
field, Ill., and James W. 
Herbert, Howell Hardware 
Co., Chicago. 


Magee Becomes Buyer 
For Schoellkopf Co. 


Schoellkopf Co., -Dallas 
wholesaler, has appointed 
Eli E. Magee buyer for 
hardware and agricultural 
merchandise. This is Mr. 
Magee’s second association 
with the firm during his 
more than 30 years in the 
hardware industry. 

In 1944 he joined Schoell- 


ELI E. MAGEE 


kopf’s sales department and 
later became buyer of the 
hardware department. In 
1954 he joined S. L. Allen 
Co., Philadelphia manufac- 
turer. 


JOHN R. GABEL 


John Gabel Of Hibbard 
Retires After 42 Years 


John R. Gabel, buyer of 
the tool division of Hibbard, 
Spencer, Bartlett & Co., 
wholesaler at Evanston, IIL., 
retired July 31 after serving 
the firm for 42 years. 

Mr. Gabel joined Hibbard 
in 1915 as an office boy and 
became buyer of the tool di- 
vision in 1938. 


Hardwareman Addresses 
Chamber of Commerce 


The functions of the pres- 
ent-day wholesaler were out- 
lined for the Le Seur, Minn., 
Chamber of Commerce at a 
recent meeting by York 
Langton, trade extension 
manager, Coast - To- Coast 
Stores, Central Organiza- 
tion, Minneapolis. 

Alert wholesalers now pro- 
vide a buying program to 
help dealers save money for 
consumers and _ provide 
proper merchandise variety, 
he told the group. 

Wholesalers must provide 
research in modern display 
equipment and ideas for per- 
sonal selling efforts. Large 
stocks have little value un- 
less the buying public is 
told how that merchandise 
serves their needs, he said. 

He forecasted a 1957 re- 
tail volume of close to $200 
billion. He pointed out that 
60 percent of present-time 
personal expenditures are 
made through retail stores. 
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True Temper Expands 
Sales, Merchandising 


True Temper Corp., Cleve- 
land, has expanded and reor- 
ganized its sales and mer- 
chandising departments. 

Robert R. Raymond, vice- 





ROBERT R. RAYMOND 


president and general sales 
manager, has been assigned 
broader executive duties re- 
lating to all divisions of the 
firm. 

Harold A. Stevens, sales 
manager of the hardware 
division, will have full di- 
rection of the activities of 
all regional sales managers. 

Phil N. Russell, regional) 
manager in Minneapolis, be- 
comes assistant sales man- 
ager of the hardware divi- 
sion with headquarters in 
Cleveland. 

William J. Shaw replaces 
Mr. Russell as manager of 
the north central area. 

Three new territories cre- 
ated and managers  ap- 
pointed to cover each area 
are: 





DEALER BRIEFS: 








HAROLD A. STEVENS 





PHIL N. RUSSELL 


John W. Carpenter, east- 
ern Ohio, West Virginia, 
western Pennsylvania and 
western New York. 

W. Robert Wilmore, lowa, 
Nebraska, North and South 
Dakota, eastern Wyoming 
and eastern Colorado. 

Bill J. Emahiser, Virginia, 
North Carolina and southern 
West Virginia. 

Raymond T. Gutz is the 
newly elected vice-president 
in charge of merchandising. 
(See HA Aug. 15, p. 156). 





Hardware Store, Since 1878, Changes Hands; 


Former Sales Manager Leases Store Space 


Olivia, Minn.—Heins & 
Arndt Hardware has been 
purchased by Lyle H. Day 


of Minneapolis. The /79- 
year-old store was formerly 
operated by W. H. Heins 


who has been with the firm 
for 60 years and its head 
for almost 50 years. 


Pittsburgh, Pa.—Al Klein, 
(Continued on page 106) 
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Deadline Nears For You To Be Listed In 
1957 American Toy Promotion-Journal Ads 


Toy promotion - minded 
dealers still have an oppor- 
tunity to be included in the 
listings to appear in the De- 
cember ads of the American 
Toy Promotion in the Ladies’ 
Home Journal. Deadline date 
is Sept. 20. 

This listing carries your 
store into more than 5% 
million homes. It will be 
seen by many of the cus- 
tomers, especially women, 
who shop your store. 

The full American Toy 
Promotion story was carried 
in the June 6 issue of HArD- 
WARE AGE (pages 67-69.) 
Briefly, here’s what you get 
out of this program: 

1. Your store name is 
carried as part of seven- 
page ad section in the Jour- 
nal. 

2. Your store is concrete- 
ly linked with a strong na- 
tional ad campaign. You 


Estwing Mfg. Appoints 
Kerr General Manager 


Estwing Mfg. Co., Rock- 
ford, Ill., has appointed Wil- 
liam Kerr general manager. 

Mr. Kerr was formerly 
works manager of Chicago 





WILLIAM KERR 


Lock Co. and before that 
was superintendent of the 
Powers Regulator Co. 


can be on an equal com- 
petitive basis with the big- 
gest store in town. 

3. Your store is linked to 
the promotion by two to four 
weeks of steady TV ads. 

4. Further linkage comes 
from full-page Sunday news- 
paper ads in most major 
trading areas. 

5. You can also get a tie- 
in store decorating kit, ad 
mats, and a consumer cata- 
log to help make your store 
local headquarters for all of 
the toys in this program. 

What does it cost? It costs 
just $30 to be listed in the 
Journal ads, $25 for 1000 
consumer catalogs for your 
own mailing, and $2 for a 
complete store trim kit. 

If you want more infor- 
mation in time to beat the 
deadline, write S. Waring, 
American Toy Promotion, 
430 Park Ave., New York 22. 

Who will supply the toys 
you'll need? There are 387 
wholesalers and distributors 
from coast to coast who 
carry all of the toys in this 
national ad campaign. 


Wholesaler Succeeds 
Father As President 


John M. Williamson, for- 
mer vice-president of Schlat- 
ter Hardware Co., _ Inc., 
Fort Wayne, Ind., has been 


elected president of the 
wholesale firm. 

He succeeds his father, 
S. E. Williamson, who died 
recently. (See obituary 
column.) 


Albert Trier, former trea- 
surer became vice-president. 
Harold D. Pollitt, who was 
secretary, now is secretary- 
treasurer. Clarence C. Seelig 
is now assistant secretary- 
treasurer. 

Company legal counsel, 
Harold R. McClain, has been 
elected to the board. 
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Paint Dealers To Meet 
November 22 to 25 


The 10th Annual Retail 
Paint and Wallpaper Dis- 
tributors of America con- 
vention will be held in At- 
lantic City, N. J., Conven- 
tion Hall on Nov. 22-25. 

The first official function 
will be the president’s re- 
ception to be held on the 
evening of Nov. 21 at the 
Traymore Hotel. 

Business and workshop 
sessions will convene at 9 
a. m. each day and exhibits 
will be open from 1 p. m. to 
6 p. m. 


Earle H. Barnum Joins 
Southwest Association 


Earle H. Barnum has been 
appointed a staff member of 
the Pacific Southwest Hard- 
ware Association. He was 
with O. S. Stapley Co. in 
Phoenix for 8 years, the last 
two as a sales representative 
in the Southwest. 

Mr. Barnum is to estab- 
lish a complete association 
activity in Arizona. 

Dates have already 


ee 


been 


EARLE H. BARNUM 


set for a major hardware 
and housewares show in Ari- 
zona, March 2-4, at the State 
Fairgrounds. 


Cleveland Hdwe. Sold 


H. K. Porter Co., Inc., 
New York, has acquired the 
Cleveland Hardware & Forg- 
ing Co., Cleveland, manufac- 
turer of drop forgings and 
automotive and commercial 
hardware and die castings. 
The 76-year-old firm will be 
known as Cleveland Div., 
H. K. Porter Co. Its sales 
have been about $7 million a 





News of the Trade 





New appointments, new territories, etc. 


MANUFACTURERS SALESMEN 


Coleman Co., Inc., Wichita, 
Kans., has appointed Mark 
R. Darmer, former special 
assistant to the sales vice- 
president, branch office man- 
ager in Dallas. He succeeds 
Leland C. Ginn who died 
July 9, a few weeks after 
establishing the Dallas office. 
In another move, Coleman 
has appointed Merle H. 
Crist, formerly of the home 
office, to cover East Texas. 

v 

Campbell Chain Co., York, 
Pa., has named Robert Ful- 
ler representative for Meas- 
ure-Mark and Blue Temper 
chain in Kentucky, southern 
Ohio and most of Indiana. 
Campbell has named Robert 
Elder to represent its Guar- 
anteed and industrial chain 
in western Pennsylvania. 

7 


Delco Appliance Div., Gen- 
eral Motors Corp., Roches- 
ter, N. Y., has appointed 
Wilfred C. Woodhouse re- 
gional manager for New En- 





gland. He succeeds Paul E. 
Carlson, who is retiring. Mr. 
Woodhouse has been man- 
ager of the Delco Appliance 
Rochester region. 

v 


Y. McDonald Mfg. Co., 
Dubuque, Iowa, has appoint- 
ed John M. McDonald, III, 
assistant manager of the 
wholesale division. 


v 


Stanley Tools Div., Stan- 
ley Works, New Britain, 
Conn., has transferred Wes- 
ley Carlson from Roanoke, 
Va., to Boston. He will 
cover eastern Massachusetts, 
Maine, New Hampshire, and 
Vermont. 

’ 


Hamilton Beach Co., Div. 
Scovill Mfg. Co., Racine, 
Wis., has named John W. 
Adzick representative in 
southern Illinois, eastern 
Missouri and southwestern 
Kentucky. His headquarters 
are in St. Louis. 





going over BIG 


from coast 
co Macleh ta. 


EXTRA PLANK CAN BE 
. —~~ FASTENED TO WALL FOR 
s ADDED STABILITY! DRILL 

VARIOUS SIZE HOLES 

TO HOLD TOOLS. 


LOW PRICE! 
BIG PROFITS! 
HUGE MARKET! 


FULL 5-FOOT WORK BENCH 


Sells on sight to home-owners, hobbyists, professionals! Hits the heart of the booming 


home-project market! Year-round seller and a perfect Christmas gift . . 


versatile and low, low priced for volume promotions! 


EXTRA THICK, EXTRA LARGE 
WORKING SURFACE! 


\ 
_ | NOTE THE BINS FOR SMALL PARTS! 
al nigetteieneners 
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. it’s practical, 


LOOK AT THESE SELLING FEATURES! 
Ruggedly built of kiln-dried knotty pine! 


Extra-thick 2-inch stock on top and legs! 
Spacious top gives more working surface! 
Extra-deep bottom shelves for storage! 
Full-width tool rack! Extra storage drawer! 
Full-width four-compartment parts bin! 

All parts precision cut, sanded smooth, ready 
to paint, stain, wax or varnish! 


ANOTHER BEST-SELLER BY THE MAKERS OF 
ARISTO-BILT READY-TO-PAINT FURNITURE 








FOUR conveniently located shipping 
points, coast-to-coast! 

SHIPPED KD- IN COMPACT CARTON 
Pre-packaged for you; takes little storage 
space; all hardware and easy assembly in- 
structions included! 








yy 25th Anniversary Year | "WRITE — WIRE — PHONE TODAY for literature and price information. 


Sabnanton E Co,, Suc. 1107 Broadway, New York 10, N. Y. 


American Furniture Mart, Chicago 11 +» Western Merchandise Mart, San Francisco 3 
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By Adon H. Brownell, 


* Practical, down-to-earth information for hardware men, 
contractors, architects, students, teachers. 


* All the basic facts about Builders’ Hardware presented in 
simple, easy to understand language. 


* Detailed descriptions of functions, applications, specifica- 


tions and estimating. 


This all-inclusive volume covers base 
metals, finishes, hinge requirements, 
lock functions, exit devices, door closing 
devices, lock security and keying, hard- 
ware installation, special type hard- 
ware for specific types of buildings, 
and safety precautions. Operating 
costs, financing, marking goods, other 
information necessary for efficient 
management. A complete glossary of 
builders’ hardware terms is also in- 


cluded. 








WRITTEN BY AN EXPERT 
WITH 45 YEARS’ EXPERIENCE 
IN BUYING, SELLING 
AND MANUFACTURING 
BUILDERS’ HARDWARE 
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BUILDERS 
HARDWARE 
HANDBOOK 
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234 pages, 
385 illustrations, 
size 8!/," x 11" clothbound 


Price only $8.00 


RECOMMENDED BY NATIONAL BUILDERS’ HARDWARE ASSOCIATION 
AMERICAN SOCIETY OF ARCHITECTURAL HARDWARE CONSULTANTS 


—for experienced hardware men or students 


—how to set up a builders’ hardware department—and 


make it pay 
—how to read blueprints and specify jobs 


—how to cash in on replacement and follow up items 


—how to bring prospects into your store 


HARDWARE AGE, DEPT. A2 

56th & Chestnut Sts. 

Philadelphia 39, Pa. 

Please send me copies of HARDWARE AGE BUILDERS' HARDWARE 
HANDBOOK by Adon H. Brownell, A.H.C. | will send payment upon receipt of 


the invoice in the amount of $8.00 per copy, plus 45 cents handling and 
postage. 


Check here if sending payment with order, saving you the 45 cents handling 
and postage charge. 
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WHEN THEY 

= ~—sWANT TO BUY 
*/ SECURITY, NOT JUST 
A RIMLOCK— 
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No. HS5003xDB 


No. 002142S 


Plenty of people will pay a few pennies more for a 
rimlock that gives SIX key-changes instead of one; 
that is made of honest cast-iron; has a finish that 
can’t peel off because it’s built-in. They'll appreciate 
your explanation of the greater value in Skillman rim 
and bevel sets, of fine details even in a low-cost lock, 
details like ground and wheel-polished bolts, sand- 
casting, generous use of brass. 


People like these are good customers of the hard- 
ware retailer. In every class of item you handle, 
they’re open to buy the better-profit better grade. 
Encourage them with quality goods. Don’t lose cus- 
tomers with locks that don’t stand up. 


Whoever buys Skillman, buys a better lock. 















SKILLMAN HARDWARE MANUFACTURING CO. 
1700 N. Calhoun St., Trenton 4, N. J. 


Please let me see your catalog. 















Firm 








Address 
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We're especially interested in 














NEWS OF 


———News of the Trade— 


MANUFACTURERS AGENTS 


Adams-Rite Mfg. Co., Los 
Angeles, has named Duane 
C. Lyle, Palo Alto, Calif., 





DUANE C. LYLE 


representative in northern 
California, Nevada and 
Utah. Mr. Lyle was repre- 


sentative from Adams-Rite 


for 10 years as a member of 
the Osgood & Howell Agen- 
cy’s San Francisco office. He 
recently formed his own 
company. 
” 
Butcher Polish Co., Boston, 


_ Mass., has made several ap- 


in Chicago. 


pointments. James J. Maun, 
former Long Island and 
Brooklyn representative, has 
been named western district 
manager with headquarters 
William King, 


Baltimore, Philadelphia and 





| 






Washineton representative, 
becomes eastern district man- 
ager covering Virginia, Penn- 
sylvania, Maryland, New 
York, New Jersey, West Vir- 
ginia and Delaware. Ray- 
mond Morris, formerly cover- 
ing Rhode Island and Massa- 
chusetts, is New England 
district manager working 
from Pawtucket, R. I. 


v 


Wright Tool & Forge Co., 
Barberton, Ohio, has ap- 
pointed 11 representatives. 
Sol Goldschmidt and Son, 
New York City; A. P. Hen- 
dricks Co., New York City; 
E. J. Roelandt, Pittsburgh; 
J. S. Corriveau and R. W. 
Hipkiss, Rocky River, Ohio; 
Amos Barton, Indianapolis; 
Jack C. Lyle and Associates, 
Atlanta; Otto Kusler, Dal- 
las; Robert O. Dickey Co., 
Kansas City; Philip A. 
Schwartz, St. Paul; Roger 
Wright, Los Angeles; Van 
F. Nelknap, Detroit. 


v 


The Wood Shovel & Tool 
Co., Piqua, Ohio, has ap- 
pointed James H. Cochran 
district manager for Georgia, 
Florida, southern Alabama, 
and southern Mississippi, 
with headquarters at At- 
lanta. 





| Gamout Holds 3-Day Semi-Annual Conference 


———— 


Gumout Div., Pennsylvania Refining Co., Cleveland, held its 


| semi-annual 3-day sales conference recently. The 1957-58 


_ Gumout sales and advertising plans were discussed. Seated, 
left to right: E. P. Ross, Cleveland district manager; F. A. 
_ Good, sales manager, Oil Div.; J. H. Hughey, marketing man- 


ager; D. T. Glenn, vice-president; R. W 


ckner, sales man- 


ager, Gumout Div. Standing, left to right: F. J. Mahoney, 
_ Boston district manager; E. F. Clark, Cleveland regional man- 


ager; J. D. Baker, San Francisco regional manager; 


J. R. 


Kilbane, Dayton district manager; E. B. Wells, Indianapolis 
_ district manager; O. L. Alexander, St. Louis sales engineer. 
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tepene ange tomes sells more hardware 
through impulse buying 


HALL-WESSEL 


PHILA. PA. 





selects 
Joseph Davis Plastics 
for their 
blister 
packaging 








“CHORALEER™ 






Only “Florence” can offer 
Patterns on all Pieces 






Step up your sales by featuring exclusive 
“Choraleer”, in “Florence’’ Melmac® Quality 
Dinnerware by PROLON. Sparkling colors on 
translucent white. Graceful new shapes. 
Guaranteed against breakage. Safe in hottest 
water, even in the dishwasher. 


PROLON DIVISION, PRO-PHY-LAC-TIC BRUSH CO. 
Florence, Mass. 


PUATT CLIP | 


‘the ADJUSTABLE SPRING CLIP'\ ‘\ 


Designed with Dual-Arc* to pre- 
vent twisting from fastened 
position. Finger Grip action holds 
smooth handles. A variety 
of sizes for every purpose. 
Platt clips sell themselves! 


iA} 
| | | A fast moving repeat 


Fal 





Cellulose Acetate... 
Butyrate..Hi-impact Styrene 


Transparent, translucent, opaque .light-to-heavy gauges 

























Smart, attractive Joda Crystal Clear Acetate skin 
packaging provides excellent display and superior 
protection for many hardware products, such 

as these coat hooks. 

Hardware men know their products sell best when 


A. lL. PLATT CO. 170 Kenwood Ave., Fairchild, Conn. they can be SEEN—and they can be SEEN best in 








sale item. 


JODA acetate packaging. 








JOSEPH DAVIS PLASTICS — ACETATE SHEETS AND FILM 
— ARE PERFECT FOR VACUUM FORMING, BLISTER AND 
SKIN PACKAGING 


For further information and samples of sheeting suitable 
for your vacuum forming operation, contact 


JOSEPH DAVIS 
«nl PLASTICS COMPANY 


OF VIEWERS OF NBC TV "'HOME"’ 
Here's the Revoluti New pluq that’s cous! chien Saved cee a en eie 
ere's the Revolutionary New pluq that's causing a sensation through- 
out the U. S. A. New principle gives 8 times the contact area of KEarny 2-0980-0981 “aw BArclay 7-6421-6422 


je oye plug. eee on individual cards in a = vt Pal 
selling display carton of 25, or on a display card of 25. Get full 
details on this new profit-maker from your wholesaler. Box 27, Arlington, N. J. 


EAGLE ELECTRIC MFG. CO., INC. Long Island City 1, N. Y. 











BE SURE TO STOCK... 


THE WORLD'S SIMPLEST 
ELECTRIC PLUG 
"Easier Than Threading a Needle” 


JIFFY 
PUSH-PULL 






Sales Representatives Conveniently Located. 
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Aluminum Specialty Co. 
Appoints P. G. Uetzmann 


Paul G. Uetzmann has 
been appninted housewares 


PAUL G. UETZMANN 


sales manager by the Alumi- 
num Specialty Co., Manito- 
woc, Wis. He joined the firm 
in 1951. 

Mr. Uetzmann is a member 
of the Housewares Club of 
Chicago and the Bzdger 
Housewares Club of Mil- 
waukee. 


Pa. Wholesalers Group 
Holds Golf Tournament 


Fifty-eight golfers played 
in the tournament at the 
Aug. 9 outing of the Penn- 
sylvania Wholesale Hard- 
ware & Supply Association 
at the Lehigh Country Club, 
Allentown. 

The dinner that night at- 
tracted 110 members and 
guests. 

C. E. Siegfried, of M. S. 
Young & Co., Allentown, di- 
rected the day’s program 
which took place at the an- 
nual fall meeting. 

Roy Anderson, American 
Steel & Wire Co., turned in 
the low gross card of 72. 

Low net was turned in by 
R. S. Brinkerhoff, Minnesota 
Mining & Mfg. Co., with 
Robert Bryan, manufactur- 
ers’ agent second low net. 
F. Dobayn, Wallace Dorn- 
seif, manufacturers’ agent, 
R. S. Hostetter, Bethlehem 
Steel Co., and L. L. Wilson, 
manufacturers’ agent tied 
for third low net. Earl 
Whitman had high gross 
card. 


White Is Divisional 
Vice President At AMF 


Frank X. White has been 
elected a divisional vice 
president of the American 
Machine & Foundry Co., New 
York, N. Y. 

Mr. White joined the firm 
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in 1954 as assistant to the 
president and was named 
group executive of the com- 
pany’s International Group 
in 1956. 


Brass Div. Appoints 
Snyder to Sales Post 


Herbert J. Snyder has 
been appointed assistant 
sales manager of the Brass 
Div., Mansfield Sanitary, 
Inc., Perrysville, Ohio. 

He will travel with the 
company’s representatives 
and conduct regional sales 
meetings with wholesalers. 

Mr. Snyder joined Mans- 
field in 1951. Before that he 
was associated with Mans- 
field (Ohio) Lumber. 


HERBERT J. SNYDER 


Titan Chain Acquired 
By Propulsion Engine 


Propulsion Engine Corp., 
South Milwaukee, Wis., a 
subsidiary of Food Machin- 
ery & Chemical Corp., has 
purchased Titan Chain Saw 
Co. 

Propulsion will market Ti- 
tan chain saws through Titan 
distributors and dealers un- 
der the Titan name. Titan 
saw models will be continued 
along with some new models 
in the lower horsepower 
range. 


Quick Mfg. Names Sears 
Manager of Service 


William C. Sears, Jr., has 
been named service manager 
of Quick Mfg., Inc., Spring- 
field, Ohio, manufacturer of 
power lawn and garden 
equipment. 

Mr. Sears was formerly a 
line manager with United 
Motors Service, Cincinnati. 
He also spent nine years as 
manager of distributor sales 
and service for a division of 
Continental Motors Corp., 
Detroit. 


News of the Trade 





Birmingham Wholesalers Put On Promotion 
That Spurs Summer Buying Among Dealers 


Thousands of dealers in 
the area served by hardware 
wholesalers in Birmingham, 
Ala., gathered in Birming- 
ham early this month to view 
merchandise and to place 
their orders for future de- 
liveries and current fill-ins. 

This was the second Bir- 
mingham Wholesale Days 
promotion sponsored by the 
Chamber of Commerce. Par- 
ticipating firms made special 
efforts, through their sales 
staffs and with mailings, to 
attract retail level buyers. 
Special entertainment, and 
drawings, attracted buyers to 
the city. 

Moore-Handley Hardware 
Co. participated with its 
Diamond Anniversary Mer- 
chandise Mart. This was the 
first time Moore-Handley 
has held a second Mart, in 
one year, in addition to its 
usual winter Mart. 

The Moore-Handley offices 
and part of the warehouse 
were converted into a mer- 
chandise display area. W. 
W. French, Jr., president, 
Woodrow P. Wilson, vice- 
president and manager of 
general hardware sales, with 
division managers and sales- 
men greeted hardware 
dealers. 

Customers had made ap- 
pointments with their terri- 
tory salesmen who conducted 
them through the Mart. 
Manufacturers’ representa- 
tives were in their booths to 
explain the special features 
of their lines. 

Fred O. Myers, vice-presi- 
dent, Wimberly & Thomas 
Hardware Co., was general 
chairman of the Chamber of 


DEALER BRIEFS: 





(Continued from page 101) 


former sales manager of 
Wax-O-Matic waxers for 
Master Mfg. Co., Cleveland, 
has leased a large space for 
a housewares, hardware and 
toy store in the East Hills 
Shopping Center now under 
construction. 


Arlington, Va. — Charles 
W. Fletcher, Jr., former op- 
erator of the Lyon Park 
Paint and Hardware store at 
2728 N. Washington Blvd., 
has opened a new store. The 
new business at 2217 N. 
Pershing Dr. will be under 


Commerce committee put- 
ting on the Wholesale Days 
program. 

Mr. Myers was in charge 
of the Wimberly & Thomas 
staff that greeted customers. 

After customers regis- 
tered their territory sales- 
men conducted them through 
the exhibits. Customers 
visited with manufacturers’ 
representatives to learn 
about new lines and mer- 
chandising plans. 

Long-Lewis Hardware Co. 
participated with a _ special 
exhibit. at its warehouse 
offices. 

R. T. McCampbell, vice- 
president; C. A. Hamilton, 
sales manager; and other 
officials met customers. The 
usual exhibits were enlarged 
to show complete lines. 

Hackney Hardware Co. 
and Peaslee-Gaulbert Corp. 
also participated in this sec- 
ond annual Wholesale Days 
promotion. 

More than 2000 hardware 
dealers went to Birming- 
ham. There was special in- 
terest in toy lines for the 
coming Christmas season, 
and also in sporting goods 
merchandise for autumn 
promotions. There also was 
considerable interest among 
dealers in getting the facts 
on carrying fuller assort- 
ments. 

The exhibits opened early 
in the morning and were 
open into the evening. Spe- 
cial attractions of the pro- 
motion were vaudeville 
shows in the evenings, bonus 
money to be used in a gen- 
eral auction, and a drawing 
on an automobile. 


Mr. Fletcher’s name and 
serves the Lee-Pershing area. 


Springfield, Ill.— John F. 
Hodack has opened a new 
hardware and building sup- 
ply store at Fifteenth and 
Ash Sts. He has been in the 
construction business for the 
past nine years. 


Minneapolis, Minn. — Joe 
M. Jonas, industrial relations 
officer of Our Own Hardware 
Co., received the second an- 
nual Labor-Management Re- 
lations award of the Minne 
apolis Junior Chamber of 
Commerce. 
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oy E. Williamson 


S. E. Williamson, 67, pres- 
ident of Schlatter Hardware 
Co., wholesaler of Fort 











5. E. WILLIAMSON 


Wayne, Ind., died July 18 in 
Cameron Hospital, Angola, 
after a heart attack. Mr. 
Williamson became affiliated 
with Schlatter in 1932 and 
was a representative for 
Sherwin-Williams Paint Co. 
for 37 years. He resigned as 
representative after becom- 
ing president. 





ARIES 


alii Zz socio 


Adam Z. Moore, 62, pres- 


ident, Steinman Hardware 
Co., Lancaster, Pa., whole- 
saler, died Aug. 16 of a 


heart condition. He had been 
president of the company 
since August, 1928. Mr. 
Moore was a past president 
of the Pennsylvania Whole- 
sale Hardware & Supply As- 
sociation. 


William Raether 


William Raether, assistant 
sales manager of John Pritz- 
laff Hardware Co., whole- 
saler of Milwaukee, died re- 
cently following a heart at- 
tack. He had been associ- 
ated with Pritzlaff for 52 


years. 


Charles Ketchik 
Charles Ketchik, 66, hard- 


ware store operator, col- 
lapsed and died July 12 in 
his store at 224 W. 47th St., 
Chicago. 


_ ee ~ 


Jack Lacey’s Death While On iis Tri rip 
Ends Long Colorful Career Selling Hardware 


The death of Mark J. 
Lacey on Aug. 9 (See HA, 
Aug. 15, p. 157) took from 
the hardware scene one of 
its most colorful and best- 
known personalities. 

Jack Lacey died in Duluth, 





MARK J. LACEY 


while on a _ business trip. 
Funeral services were held 
in Duluth, Aug. 10. On Aug. 
22 memorial services were 
held in New Britain, Conn., 
where he had lived. 

Mr. Lacey was probably 
the most widely known man 
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in the hardware trade. His 
sense of humor, sage advice, 
his knowledge of the trade, 
and the wide friendships he 
enjoyed in every phase of 
hardwaring were unique. His 
passing is mourned by whole- 
salers, retailers and manu- 
facturers alike. 

Always a_ salesman, 
was a strong competitor, but 
he was also a_ generous, 
friendly person who sincere- 
ly enjoyed helping others. 

Born in Jefferson, Wis., 
Jan. 27, 1887, he started his 
selling career at 17 with 
Capewell Horse Nail Co. He 
then sold horseshoes for 
U. S. Steel Corp., working 
under the late Dennis A. 
Merriman. 

Then he joined Corning 
Glass Works where he guided 
the initial marketing of Py- 
rex. He eventually became 
manager of both the Pyrex 
and Steuben divisions of 
Corning. 

In 1930, Mr. Lacey joined 
Peck, Stow & Wilcox Co., as 
vice-president in charge of 
sales. He was elected presi- 


he 
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Worthington Toy and Gift Show Welcomes 





Record Dealer Turnout: —— Rales 





devoted to the annual toy and 


Record dealer turnout, 
record sales and an air of 
optimism marked the recent 
dealer toy and gift show at 
the Geo. Worthington Co., 
Cleveland wholesaler. 

The 10-day annual event, 
beginning July 14, saw deal- 
ers register from 11 states. 

About 1000 dealers shopped 
the show, “‘and they came to 
buy,” a Worthington spokes- 
man said. Volume topped all 
previous years, “even when 


you consider that toy and 
giftwares prices are up 3-4 
percent higher than fast 


year,” the firm added. 
The show was spread out 
over sais sq ft of exhibit 


dent and general manager in 
1932, a post he held until 
1956. 

In 1956 he was appointed 
to the post of assistant to 
the president of North & 
Judd Mfg. Co., with its sub- 
sidiary Wilcox - Crittenden 
Co., a position he held at the 
time of his death. 

Mr. Lacey’s colorful per- 
sonality carried his acquain- 
tanceship beyond the hard- 
ware trade. In 1938 and in 
1946 he was featured in ar- 
ticles on business in Life 
magazine. 

He had been an officer of 
the American Hardware 
Manufacturers Assn. for 
many years and was its im- 
mediate past president. Since 
1930 he has made his home 
at 54 Russell St., New 
Britain. 

He is survived by his wife, 
Meta. 

The entire hardware trade 
mourns the passing of a 


Here's part of Worthington’s 22,000 sq ft of exhibit space 


gift show. 


space on two floors of 
Worthington’s warehouse. 
About 50 display booths 
were manned by manufac- 
turers’ agents. 

“Dealers seemed confident 
of a busy Christmas season,” 
the firm said, “and they 
were anxious to see new 
items and lines that would 
help their competitive posi- 
tion.” 

The show introduced 
Worthington’s Fall Sale 
Handbill and Christmas 
Consumer Catalog (see page 
94, New Wholesaler Aids, 
this issue). Many of the 
lines featured at this show 
are key Catalog and Hand- 
bill lines. 


gentleman, a friend, a good 
competitor, and a real hard- 
wareman. 


Hardware Club Sponsors 
Convention Special 


The Central States Hard- 
ware Club will sponsor a spe- 
cial train from Chicago to 
the Atlantic City convention. 
The train will leave Chicago 
on Saturday, Oct. 19, at 2:45 
p. m. and arrive in Atlantic 
City on Sunday, Oct. 20 at 
9:00 a. m. 

Reservations must be made 
with L. G. McSteen, pas- 
senger representative for the 
Pennsylvania Railroad, 16 S. 
La Salle St., Chicago 3, Ill. 

The Club will hold its 7th 
Annual dinner party at the 
Traymore Hotel on Oct. 20 
following the joint reception 
of the National Wholesale 
Hardware Associations and 
the American Hardware 
Manufacturers Association. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words 
Each additional word 


Positions Wanted 


(Special Rate) set solid, 
50 words . 
Each additional .05 
Allow Seven Words for Keyed Address 
or Your Address 


maximum 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & Séth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, not currency or 
stamps. 











Representatives Wanted 


Representatives Wanted 





Representatives Wanted 











BE YOUR OWN BOSS 
HERE IS AN OPPORTUNITY TO 60 
INTO BUSINESS FOR YOURSELF! 
EXCLUSIVE FRANCHISED TERRITORIES 


Oven in Westchester, Putnam, Dutchess Coun- 
ties, N. Y.—Albany, Troy, Schenectady, New 
York Area — Southern Connecticut — Detroit — 
Western Va. and Eastern West Virginia— 
Eastern Tennessee — Pittsburgh, Pa. Area — 
Coiumbus, Dayton and Toledo, Ohio—Iindian- 
apolis, Indiana. Approximate Invesiment—Walk- 
in Truck and $3,000.00. No experience neces- 
sary. We train you. For details write 


SHARON BOLT & SCREW CO., INC. 


Endicott St., Norwood, Mass. 
See us at the National Hardware Show— 








— 14-18, New York City. Booths 468B and 








EXCLUSIVE PROTECTED TERRITORIES 
open for nationally distributed unique water re- 
placement plumbing specialty item packaged for 
sale to plumbing supply houses, hardware distrib- 
utors and retailers. Unique demonstration sells 
8 out of 10 on first call. Address: Box 115, care 
otf Harpware Ace, Chestnut & 56th Sts., Phila- 
deiphia 39, Pa. 





MANUFACTURERS REPRESENTATIVE 
WANTED to sell popular repeat specialty to 
wholesalers and jobbers. Old established manufac- 
turer. Excellent commissions. Exclusive territory 
now available in most states due to area realign- 
ment. Please state type of trade covered and lines 
carried. Address: Box 840, care of HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 








GERMAN TOOL MANUFACTURER 
WANTS SALESMEN, jobbers, dealers, exclusive 
territory—Save money, import direct. Manufac- 
turer—Karl KH. Wehn-Burg A. D. Wupper- 
Germany—Tomart Co., Res. Agent 4322 Mt. 
Vernon Rd., Cedar Rapids, Iowa. 








COMMISSIONED SALES REPRESENTA- 
TIVES needed for some choice protected terri- 
tories. We manufacture quality residential an 
commercial locksets, selling to lumber, building 
material and hardware trade. Address: Box 802. 
care of Harpware AGe, Chestnut & 56th Sts.. 
Philadelphia 39, Penna. 


_——- 








Paint Brush Salesman 


Prominent paint brush manufacturer has open terri- 
tories for successful sales producer. Prefer men now 
calling on paint, hardware, lumber dealers and indus- 
trials. Protected territories. Established business. Will 
also consider sideline man or manufacturers’ agent. 


Address Box {/6, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








SALES TO DEALERS 


Salesmen or Sales Organizations calling on the Re- 
tail Hardware and Housewares trade wanted. Excel- 
lent, well established, top quality Cutlery line, very 
competitively priced. High Commissions, Protected 
territories. Full particulars first letter as to ter- 
ritory covered and lines handled 


Address Box 865, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














SALESMAN WANTED 


Old Line Manufacturers’ Agent has opening in 
Virginia, West Virginia, Kentucky for experi- 
enced man to contact wholesale hardware and 
industrial supply accounts. Territory producing 
good income from well established lines. 
Address Box. 819, care -f HARDWARE AGE 
Chestnut & 56th Sts., Pniladeiphia 39,. Pa. 














‘TE PAINT- 
vn national 
competitively 
ption; pure 
‘rritories are 
n, protected 


LOOKING FOR A Pws:’ 
BRUSH LINE? We are 
manufacturers of hig 
priced, paint brushes ©” eve 
bristle and nylon. Sevisrat iccr 
now availabic. Very high con: 
territories, all snipments prepaid. State full par- 
ticviars in first letter. All replies confidential. 
Address: Box 804, care o} Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





NATIONALLY KNOWN TOOL MANUFAC. 
TURER desires services of aggressive represen- 
tative to cover all of New York State above 
Poughkeepsie calling on wholesale hardware, auto- 
motive, and industrial firms in a protected terri- 
tory. Experience recjuired in at least one of these 
fields. Address: Box 841, care of Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVE WANTED 


Leading California manufacturer of a com- 
plete line of chrome bath accessories desires 
aggressive representation to building mate- 
rial distributors. Choice areas open. 


Address Box 86!, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











WE MANUFACTURE FORGED COLD 
CHISELS, star drills, bull points, etc. and offer 
siedges, crowbars and other dealer items at prices 
that can’t be beat. We need dealer reps for Con 
necticut, New Jersey and New York City. 
dress: Box 867, care of HarpwareE AGe, Chestnut 
& 56th Sts., Philadephia 39, Pa. 





“WANTED” Representatives to handle our fine 
line of plastics. Many territories still open. Give 
full particulars about yourselves in first letter. Ad- 
dress: Box 860, care of Harpware AGE, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVE WANTED: Leading 
Eastern manufacturer of garden valves and full 
line of plumbing material. Desires aggressive rep- 
resentation to auto supply and other chains. Ad- 
dress: Box 866, care of Harpware AGe, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





WANTED: A responsible sales agency to han- 
dle the sale of light builder’s hardware and 
stamped steel specialties for an established, repu- 
table concern several years in business, for the 
metropolitan district of Chicago and surrounding 
territory. Address: Box 859, care of HARDWARE 


Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





EXPERIENCED SALESMAN CALLING ON 
THE RETAIL HARDWARE trade to represent 
distributor of plumbing and heating supplies: 
Washing Machine hose and accessories: An ex 
clusive line of exact replacement stems for any 
make faucet from our stock. Our replacement 
stem set-up is highly unique and best organized 
in the industry. For metropolitan New York area 
on commission basis only. Address: Box 852, care 
of Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 








MANUFACTURER OF HIGH QUALITY 
AND COMPETITIVE line of Cabinet Hardware 
wishes representation in the following areas: 
Louisiana, Indiana and Georgia. Our line is sold 
direct to retail lumber dealers, hardware stores 
and kitchen cabinet manufacturers. No jobber ac- 
counts. Please niention lines now handling and all 
particulars in first letter. Address: Box 837, care 
of Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 
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WELL ESTABLISHED MANUFACTURER 
WANTS MANUFACTURER’S Representative or 
Salesman to sell a line of Wood Trellises, Fences, 
Specialties, and Lawn Furniture. Most territories 
in the U. S. A. open, Write details including pres- 
ent lines handled. Address: Box 862, care of 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware depart- 
ment, variety and chain stores. Good commis- 
sions. Write: Midwest Plastics Mfg. Co., 
Bates Avenue, St. Paul 6, Minn. 
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| SALESMAN —to call on bicycle dealers in 
| Baltimore, Washington, Norfolk and Richmond 
| areas. Exclusive distributor of Schwinn bicycles. 
| Commission. Write fully about your background. 
| Y-44, P. O. Box 2069, Philadelphia 3. Pa. 


Accounts Wanted 





ADDITIONAL LINES WANTED FOR DIS- 
TRIBUTION TO JOBBERS, CHAINS, DEPT. 
STORES RETAIL HARDWARE AND LUM- 
BER, ETC. OUTLETS THROUGHOUT NEW 
JERSEY, PENNSYLVANIA, DELAWARE 
AND MARYLAND. A high type effective sales 
organization now currently calling on Trade in 
the above states, is interested in launching and 
pioneering new products and established lines with 
volume sales possibilities. Our salesmen are not 
“‘order takers” but professional salesmen who will 
detail, introduce, merchandise, promote and SELL 
your product to the retail trade. Our services also 
include professional advertising, promotion and 
merchandising assistance, along with a successful 
sales record. Complete warehouse and billing facil- 
ities available. Address: Birkbeck Brothers, Inc., 
70 North York Road, Willow Grove, Penna. 


SUCCESSFUL MANUFACTURER, EX- 
PORTER of kerosene and gasoline appliances. 
seeks additional lines to export through own 
branches and resident salesmen. We assume re- 
sponsibility export details, financing, etc. You 
handle as domestic account. S. F. Appliances 
Ltd., 110 Newman Street So., Hackensack, New 
Jersey. 
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Business Opportunities 





Business Opportunities 

















LINE FOR OHIO 


If you distribute hardware or housewares line through 
the wholesaler I am prepared to give you the highest 
type of aggressive representation. Ohio only. Agency 
now being established. Experience 20 years whole- 
sale, 5 retail. 


HOWARD W. MURRAY 
19407 Frazier Drive, Rocky River 15, Ohio 























DO YOU WANT TO RAISE CASH? 
DO YOU WANT TO SELL OUT? 

lf you want a sale, reduction, money raising, 
removal or closeout, get America’s most re- 
liable and productive sales plans. Send for 
prospectus today. 


J. H. VOLL SALES SERVICE 
115 West Main St#. Madison, Wis. 























$299,477.00 GROSS 


Mostly retail— some wholesale — Hardware—Toys— 
Paints —- Garden supplies — Virginia location — near 
Washington, D. C. All cash sales—Reasonable rent-— 
No percentage Lease—-Tremendous established follow- 
ing—-Asking price $175,000. Huge potential in credit 
retail and wholesale. Reply held in strictest confi- 
dence—give cash available. 


Address Box 864, care of HARDWARE AGE 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


$50,000.00 NET 














ONE ADDITIONAL LINE 


Hardworking, successful manufacturer’s representative 
with proven sales record and excellent contacts in Md., 
Wash., D. Cc. and Va., desires a good hardware or 
houseware line. Concentrated personal coverage. Fac- 
tories presently represented are aware of this ad. 
Attending National Hardware Show, York. 
Resume furnished on request. 


Address Box 858, eare of HARDWARE AGE 
Chestnut & 56th Streets, Philadelphia 39, Pa. 





New 

















REPRESENTATIVES 


Covering all classes of jobbers. Can render reliable, 
aggressive service. We are national distributors with 
established actively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and Louis- 
ville. We carry the account or you can bill direct. 
Inquiries invited. Write ANCO Corporation, 7 Wood 
Street, Pittsburgh 22, 














WANTED ADDITIONAL LINES EXPERI- 
ENCED MANUFACTURERS REPRESENTA- 
TIVES calling on Wholesale Hardware, Building 
Material, Distributors and Architects in Metro- 
politan New York, New Jersey and Pennsylvania. 


4 years experience. Excellent reputation in the 
trade selling national lines. Available for im- 
mediate interview and also at National Builders 


Hardware Show, Chicago, Illinois, September 22- 
25. Address: Box 823, care of Harpware AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


VIRGINIA, NORTH CAROLINA, SOUTH 
CAROLINA and GEORGIA territory covered by 
young aggressive manufacturer’s agency calling on 
distributors of building hardware and hardware 
specialties. Desires one or two additional quality 
advertised lines. 








Be assured of prompt reply to 
our inquiry. Address: Box 828, care of Harp- 
ae Acé¢, Chestnut & 56th Sts., Philadelphia 39, 

a. 





WEST COAST SALES ORGANIZATION 
newly reorganized looking for potentially volume 
sales items in the hardware, mill supply or garden 
supply fields. Established for past 12 years and 
covering states of California, Oregon and Wash- 
ington, Warehouse facilities available. Address: 
Walter Industries, Inc., 725 Second Street, San 
Francisco, Calif. 





LINES WANTED. Aggressive young man with 
8 years electrical appliance sales experience to the 
Distributors, catalogs, and dealers in this area, 
wishes to represent electrical, hardware, and house- 









ware lines in Northern Illinois, Northern Indiana, 
and Wisconsin area. Address: Box 857, care of 
Harpware AGe, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 

MANUFACTURERS’ AGENT, WELL ES- 
TABLISHED, experienced, offers superior rep- 
resentation in Metropolitan N. Y.-N. J. to hard- 
ware, tool and garden manufacturers. Thorough 







and efficient coverage of hardware tools, electrical, 
garden, wholesalers, catalog houses, chains, dept. 
store. Excellent reputation in trade. Address: 
Box 617, care of Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





















AN AGGRESSIVE MANUFACTURER’S 
AGENCY covering mid-south and southwest wants 
additional hardware or building material line for 
the hardware and building material distributors. 
Have four experienced salesmen that know how 
to sell. Warehouse available. Address: Box 832, 
care of HarpwarE AGeg, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 
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FREE COUNTER CARD 


For Inexpensive Engraved Formica Name- 
plates. Your Mark-up 50%, 


FORREST ENGRAVERS 
213 Huguenot Street, New Rochelle, New York 

















COMPLETE SET OF HARDWARE FIXTURES 


Designed by National Hardware Association. 
Installed two years ago—all sectional. We 
have leased our building; all set up in our 
store, room size 36 x 125 feet. For detailed 
infoimation write or phone. 


T. R. CALTRIDER, HARDWARE 
1330 Reisterstown Road, Pikesville 8, Maryland 














HARDWARE STORE NEAR SARATOGA, 


NEW YORK. Large two story building. Also 
handles coal and feed. Has rail siding. Popula- 
tion 2200. $16,000 buys stock and buildings. Own- 
er ill health. Address: Box 851, care of Harp- 


WARE Ace, Chestnut & 56th Sts., 


Philadelphia 39, 
Pa. 











Cash Buyer of Surplus Hardware 


Cylinders, Front Door Sets, Night Latches, 
Mortise Cylinders, Key Blanks, Padlocks, Etc. 


LARRAY TRADING CO. 
77 Market Street New York 2, N. Y. 














TURN YOUR ACCOUNTS INTO CASH 


NOW! $15. Book of Letters brings the money 
direct to you. 425,000 Books sold. Guaranteed re- 
sults. Write: Harold Bovee, P. O. Box 404, 


VW automa, Wisconsin. 


SPECIAL TRIAL ASSORTMENT! One-half 
dozen of each of our 50 most popular brass key 
blanks—$15.00. HAZELTON CHAIN CO., 81 








Kemble St., Roxbury 19, Mass. 

PRECISION SHARPE: N SCISSORS, 
SHEARS, SNIPS, PINKING SHEARS, 
KNIV ES, etc. right in your own store using our 
low-cost “PROFESSIONAL” Improved Custom 
Sharpening Machine. Simple, easy and safe to 
operate. None better anywhere. Many in daily 


use making profits for their hardware store own- 
ers. Write: BLACKHAWK INDUSTRIES. 
Dept. HA, Sheldahl, Iowa. 


HARDW vy ARE—Modern store, completely equip- 
ped, electrical appliances, housewares, plumbing 
supplies, gift department, paints, electrical con- 
tracting; Building has two beautiful apartments; 
garage and warehouse building; Main street loca- 
tion; 40 miles south of Albany; Price $70,000 
including property. Wonderful opportunity for 
rigbt person. Address: Box 850, care of Harp- 
— Ace, Chestnut & 56th Sts., Philadelphia 39, 
» 

a. 











HARDWARE STORE | in Long Beach, Cali- 
fornia established in fine community. Clean stock 
of hardware, plumbing. paints, electrical, etc. 5 
year lease available at $135.00 per month. Ap- 
proximately $15,000 inventory plus $3,500 for fix- 
tures. Retiring. Address: Box 801, care of 
Harpware Ace, Chestnut & 56th Sts. Philadel- 
phia 39, Pa. 


| WARE STORE in town of 1500 population lo- 


| 
| 


| 
| 
| 


| welcomed. 








| 


| of references. 




















































FOR SALE: WELL ESTABLISHED HARD- 
cated in North Central Lllinois. Good business 
town and surrounding farm area. Investigation 
Address: Box 846, care of HARDWARE 


AcE, Chestnut & 56th Sts., Philadelphia 39, Pa. 





Help Wanted 








SALES MANAGER 
PORTABLE BAR-B-CUE GRILLS 


AAA-1 manufacturer located in Southeast distribut- 
ing nationally has opening for experienced Sales Man- 
ager selling through housewares divisions, jobbers, 
and department stores. Good references and contacts 
in this fleld essential. Age 28 to 35, considerable 
travel, must be energetic—producer. 
Send — resume. 
Address Box 868, re of HARDWARE AGE 
Chestnut & 56th Sts. Philadelphia 39, Pa. 














Positions Wanted 





SALES AND MERCHANDISE MANAGER 
wants change. Years of successful experience in 
wholesale hardware. Want connection with pro- 
gressive hardware distributor. Coordination of 
purchasing and sales direction is the answer to 
MORE VOLUME and MORE PROFIT. Fines 


references as to ability, character and integrity 








Address: Box 854, care of Harpware Ace, Chest- 
rut & 56th Sts., Philadelphia 39, Pa. 
EXPERIENCED SALESMAN IN HARD- 
WARE and related items to represent manufac- 
turer selling wholesale hardware trade in the 
South or Southwest. Would consider connection 


with manufacturers representative. Currently em 


ployed. Experience and references furnished on 
request. Address: Box 853, care of HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa 





WHOLESALE HARDWARE MANAGER de 
sires connection with medium sized progressive 
hardware distributor. Your profit and sales can 
be increased through a planned selling program, 
modern merchandising and direction of purchases 
Best of references as to experience, character and 
ability. DON’T WAIT lets get started NOW! 
Address: Box 855, care of Harpware AGe, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 








MARRIED MAN, 32 with 12 years hardware 
experience 7 years as manager. Seeking similar 
position. Owner of store wishes to sell. Willin 
to locate in any state. Address: Box 863, care 
of Harpware Ace, Chestnut & 56th Sts., Phila 
delphia 39, Pa. 





SALESMEN, CURRENTLY EMPLOYED, 
desires territory limited to Middle Atlantic States. 
Experienced in all phases of selling through Hard- 
ware and Specialty distributors. Strong back- 
ground in builders hardware and related items. 
Excellent trade and character references. Com- 
plete resume on request. Address: Box 856. care 
of Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 








ATTENTION MANUFACTURER OR 
AGEN T—Successful experienced salesman desires 
position with challenge and opportunity. Age 27, 
college graduate, suburban Penna. residence, will 
travel and relocate. Will furnish resume and best 
Address: Box 811, care of Harp- 
ware Ace, Chestnut & 56th Sts., Philadelphia 39, 
Pa. 





109 


e_ lc lc ees Eee eS re ee) 3|6e 


Parker no. 4 


| 
| 
| 
| 
| 
| 
| 
! 


SCREW 


COUNTERSINK BIT SET 
COUNTERSINK BITS 


= + 
Por ker 
No. 4 


Drills and Countersinks 
3 depths for flesh or recessed screws 
— in 1 operation — 


4 drills for the 8 most popular 
screw sizes 


s 





WOOD SCREWS 





| 
= 


2: a 
vo 
Ca om 


ONG ee ew Ohmi 


ON POSE OSORIO 
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adjusts 








with Automatic Depth-a-Dapter 
For Flush... Putty... Dowel, 





. Drills perfect countersunk holes for 8 most 
popular screw sizes to 3 different depths — 


24 combinations. 


. Depth-a-Dapter adjusts quickly, automatically 
on each of 4 hardened tool steel bits. 

. Easy to use in all electric drills, drill presses 
and hand drills. 


. Fast multiple boring of duplicate holes exactly 


alike. 





— Lowest 
Price! 





Top Quality 





Gering Products, Inc. 


et a 
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PROFIT...$ .57 
Order from your penser, NOW! 





PARKER MANUFACTURING CO. 


Manufacturers of World-Famous Trojan Saw Blades and Frames 


WORCESTER 
110 


1, 


MASS., U. S.A. 
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AS EVERY RETAILER KNOWS... 










PORTABLE ELECTRIC TOOLS, INC. 
320 W. 83RD ST. - CHICAGO 20, ILLINOIS 








Ualoni 
Every claim for the superior preformance 
of this quality line of builders’ hardware 
is justified. Fine design and construction 
assure friction-free operation, years be- 
yond the normal service life expectancy. 


Over 300 available products await your 
selection. 
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<3 FLAME SEASONED HICKORY 
handles have both! 








MANUFACTURING COMPANY 


STERLING L i 














NO DOUBT ABOUT IT. Before you can sell it, you 

















TV AADIO have to attract the customer's attention to it. 
CAMPING a; 
TRAILERS That's why eye appeal is sales appeal. 


PORTABLE GENERATOR 
Take this lightweight 100V, 
60 cycle AC generator any- 
| where for full 750 watts of 
light and power. Small, com- 
pact self-contained. Weighs 
only 49 ibs. 2 HP engine 


runs up to 3 hours on single ) DEALER : ‘ 
tank-full. Rewind starter; “INVITED” aes SALE Ss MADE when as tell him how Fleisch- 
built-in muffler. Write for manns new scientific tempering process stops 
information. PACIFIC. DIVISION harmful weather erosion by locking out mois- 

Bendix Aviation Corp., North Hollywood, Calif. ture, wards off breakage by actually adding 


strength to the hickory fibers. 


FARM 

EMERGENCY AND FLAME SEASONED HANDLES HAVE IT. . . 
: an even, bronzed look that stands out in any 
handle display, invites the customer to pick it up 
and examine it more closely. 





insist on Fleischmann Flame-Seasoned .. . 
: : The measure of quality in medium - priced 
fells ial= el=s-} | | hickory handles. Write today for the name 


| of your nearest jobber. 
| elgeliit- me Ae 
s 
{ 
: 


FLEISCHMANN HANDLE CO. 


Waynesboro, Tennessee 


GOULDS PUMPS 


Dept. HA-8257, Seneca Falls, N.Y. 
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MARSHALLTOWN TROWEL COMPANY «+ MARSHALLTOWN, IOWA 
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ZeMOLLY 


~ SCREW ANCHORS ~.>. >. 


Molly Corp., Reading, Pa. 











THE PERFECT PRODUCT 
FOR COMPLETE WINTER 


, 
IT’S NEW... 
” Si Sa telll STORAGE PROTECTION 
PW A Pyroil Booster Shot 
lubrication that pro- 
tects the engine from 
Motors 
Accurate, handsome, it’s for both ep Oto M ods, Guaranteed. Re- 
car and boat. Easy to read —it ower owers tails 35¢ a 3 oz. can, 
. : or write 
ite case. 2%” diameter. $6.95. with sluggish and hard to start 2 and 4 
In Canada, $9. Optional suction cycle engines. CLEANS out gum, varnish Dept. HA-8, LaCrosse, Wis. 


NAVIGATOR COMPASS SLURS Sey tinea Proviies a heatproot- 

rust and corrosion 

lights at night. Lubber’s line and pe as eo 5 
cup mounting, 50¢. and carbon deposits and PROTECTS with — Toronto, Can. 


coldproof film of super 
@ for Outboard 
This Compass Points to Profits ! during shut-down peri- 
: , case. At your jobber 
compass rose — sturdy gray Ten- Opens up a new market. Works miracles 

The Pyroil Company, inc., 

Taylor instrument Companies, Rochester, N.Y., and Toronto, Canuda a plated film that keeps new deposits 

from forming. Gives easier starting, more 
RPM's. Increases spark plug life. OIL 











Cet a Firmer Grip on Your Sales P\ 


GRIPSO iit: TOOLS 


MULTI-DUTY PLIERS 


3 Piece design, gives compound leverage, multiplies 
grip 10 times. 4-position slip-joint adjustment gives 
wider range, keeps jaws parallel, gives solid, non-slip 
grip on nuts, bolts, pipe, any hard-to-grasp item. 
Works in tight places. 


. . sell chisels by the set... 
in rolls, fiberboard boxes, wood cases. 


checniee 


Write for free GREENLEE 
« Hand Tool Catalog No. 35-H 


«a | 


PIPE EAR - LOCK 


‘ , \ 1 
_— PLIERS 
PLIERS ' 
Guaranteed 


See your Jobber or write H. R. Basford Co., Dept. H8 


GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. 


235 15th St., San Francisco 3, Calif. 








-*" pOMES OF SILENCE 
he RUBBER CUSHION GLIDES 





Set of 4ina 
3-color Box, 
12 Boxes in 
.— , a 
age By" <a cae . 1Yo”, 1Ye's 
- * : » = & + _ ” ,” 

eg . 4 s. ’ 74 : 


Rubber Expander 
Tubular Glide 
Upholstery Nail 





metal furniture. Woes ek 
softly. silently, gs hed 3 ~ F a” 
. Set of 4 on Sake _ 7 
a 3-color card. 6 Sizes. 
”” a a”. i 1/16”. 1%”, iY”. 


PROMPT SHIPMENT 


Ask your jobber, if he is not supplied, write 


ROBERT E. MILLER & CO., INC.., 
35 Pearl St., New York 4, N. Y. 
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Adjustable Rubber 


Cushion Glide Bakelite Furniture Rest 





Rubber Adjustable Tubular 
Monopoint Glide Bakelite Caster Cup Crutch Tip Spring Type 
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DOG CHAIN DISPLAY 
Colorful metal hanger holds 12- 
chain assortment, attracts all dog 
owners. Choice of 3 assortments 
of best-selling Bulldog pattern 
dog chains, with colored plastic 
or metal toggle grips. 


ANIMAL CHAINS 
Hodell halter and dog chains, 
cow ties, tie-outs, kennel and ex- 
erciser chains, anti-cow kickers, 
dog couplers and chain choke 
collars ...all of the quick selling 
styles and sizes. 


CHAIN MERCHANDISER 


Packs a lot of chain selling power 
into less than two square feet of 
space. Compact and colorful, the 
Hodell Chain Merchandiser han- 
dies your choice of four chain 
assortments designed to fit 
local preferences. 


PAILETTES 

Proof Coiland BBB Coil chain in 
strong steel reusable containers. 
Handiest way to handle these 
heavier chains. Attractive enough 
for floor display. Four chain 
sizes available include %%, !4, % 
and *¢ inch. 


DISPLAY HODELL::: 


| 





.-for steady 
chain sales 
and profits 


—- 
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Log Handy Trace Utility 


CHAIN SPECIALTIES 
Hodell’s full line of welded and 
weldless chain includes these 
four popular assemblies .. . fast 
sellers, especially to your farm 
customers. Full range of sizes in 
each type. 






ORDER THEM FROM YOUR HARDWARE DISTRIBUTOR 
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HODELL COIL CHAINS 
All the welded and weldless pat- 
terns and sizes, high quality and 
dependable, in standard hard- 
ware packages and on metal reels. 








HODELL CHAIN COMPANY, Cleveland 3, Ohio 


Division of The National Screw & Mfg. Co. 
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sae ij ‘STORM DOORS" -FLEXIBLE-SHATTERPROOF 
MAND WINDOWS» AW CHEAPER THAN GLASS 


FOR LOW COST 
STORM WINDOWS 


a 


JUST CUT 
AND TACK ON 


FOR GARAGE, BARN, 
POULTRY AND HOG HOUSE 
WINDO 


SALES 








. 
ldon't be fooled bv inferior ‘| aVp 5 
Window Materials that “look —y | 


the same.’ Only the genuine a FLOOR 
has the name Warp’'s branded = ——— DISPENSER 





along the edge 


4 v ad 
- meee 4 . 
j i 


Eanaletoel 


prominently in 
your store 


Kee} a good = supply 











<T << 2 Warps Top Quality Plastik 
»naow ; rane ne Window Materials on hand 
aa americ? 1 er: agehi — <a! throug! out the Fall selling 

we S aso! Tie in with Warp’s 
big National Advertising by 
displaving Warp’s handy 
floor dispenser prominently 
in your store. Warp’s counte! 





dispenser M-400 is also avail 
able for deale w itl limiter 
Spat ‘ 


ALL PRICES NATIONALLY 
ADVERTISED 


subject to change 


vi 


“BACKED BY THE BIGGEST NATIONAL ADVERTISING IN WARP’S HISTORY” {== “seen | 
CARRIED BY RELIABLE JOBBERS yu’ wINDOW 


KIT 
72x36" 


piastic Sheet with 
molding and Nails 


rs a Full sized Window 
Covers 


selling ki 
Fastes: to a carton 


A ; ees tseates?: ‘ ; 
es 7 _ : - $ me neeeths ee ; 4 , 
: al ¥ £ oe te ar iet ieee » oe es . 
*£ : a. ter display. 
7 a ~cyl 
only 35 lin. ft. Be r; only LU ae ft. i 
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WARP BROS., CHICAGO 51, ILLINOIS 
WORLD'S LARGEST PRODUCERS OF TOP QUALITY PLASTIC WINDOW MATERIALS - Established 1924 


Amert- 


all 
t in a eolortul 
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